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A PROVIDENCE INSTITUTION SINCE 1880 


ALL FREEMAN LINES 


e BOOTMAKERS ¢« MASTER-FITTERS ¢ FREEMAN FINE SHOES e« 


Builds Business for Ballou 


"OUTSTANDING CONSUMER 'BUYS'" 
"Our trade has respected our judgment in 
shoe values for 58 years. We are hold- 
ing on to that prized asset by featuring 
Freeman—built shoes. We consider Boot-— 
makers, Master-Fitters, and Freeman Fine 
Shoes the outstanding consumer 'buys' in 
their price fields. 

"We have added a service in Style 

Authority that only a nationally adver-— 
tised line like Freemans can give. We 
no longer ask men in Providence to 
accept our word in the matter of style. 
Every Freeman shoe customer knows that ‘ ’ 
the style he selects is being sold a 
through the finest shoe stores from * y 


t coast to coast." WARotr 
as Dr. 
FRAN (Signed) ae = 


ELLING Freeman shoes “right down the line” is an im- Master-Fitters at $6.85 to $7.50 . . . and Bootmakers at 
portant part of the program of F. E. Ballou Co., Provi- $8.75! Broaden your business! 
dence, R. I.—a program that has made one of America’s Freeman shoes have a reputation nationally that builds 


oldest shoe stores also one of the most modern and pro- ! 











up the reputation of your store locally. Put the two together! 
. « » Our salesmen are now on the road with the new 


gressive. 
With Ballou, and with you, Freeman prestige can do ; Fall lines. May we schedule an appointment with you 
in your store? 


more than sell just one grade of shoe at one price. Let it 
sell Freeman Fine Shoes at $5.00 to $5.50 . . . and FREEMAN SHOE CorporaTION, BELoIT, Wis. 


FREEMAN SHOES : Worn with Pride by Millions 

















OOU an Shi WECOROER 


Otce OF THE ade 


SUMMER store hours are chang- 
ing. The pacemaker in the new 
direction is John Wanamaker, New 
York Store, announcing: 
“Beginning Saturday, July 9— 
Monday, 12 noon to 9 p. m.; Tues- 
day, 9.30 a. m. to 5 p. m.; Wednes- 
day, 9.30 a. m. to 9 p. m.; Thurs- 
day, 9.30 a. m. to 5 p. m.; Friday, 





9.30 a. m. to 5 p. m. Eight Satur- 
day closings (beginning Saturday, 
July 9, through Saturday, August 
27). 

“Saturday closings are a John 
Wanamaker innovation—a John 
Wanamaker tradition. In 1914, 
just 24 years ago, John Wana- 
maker, our iconoclastic Founder, 
startled the business world by clos- 
ing his stores all day Saturday 
during the Summer. This Summer, 
as usual, the John Wanamaker 
stores will give each employee his 
earned vacation of one or two 
weeks with salary fully paid in ad- 
vance in addition to full pay for 
each Saturday the store is closed. 
Our Summer camp at Island 
Heights, New Jersey, will provide 
the usual delightful vacation recre- 
ation spot for a fortnight’s holiday 


absolutely free of cost for the girls 
and boys of the famous John 
Wanamaker cadet corps. Eight 
Monday Night Openings (12 noon 
till 9 p. m.) beginning Monday, 
July 11. Nine Wednesday Night 
Openings (9.30 a. m. till 9 p. m.) 
continuing as usual.” 

Let’s turn the calendar back. It 
was Andy McGowan who suggested 
to John Wanamaker over a quarter 
of a century ago that clerk time 
should parallel customer time. He 
was the first to stagger the hours 
of store workers. The brightest 
clerks were given the busy shift— 
11 a. m. to 4 p. m.—five hours of 
continuous work and no shopkeep- 
ing—dusting, stock arrangements, 
etc. The little group were the sell- 
ing sharp-shooters who could move 
customers and money with speed 
and certainty. It was the ambition 
of everyone else to be in the pre- 
ferred salesmanship group. Punch- 
ing the clock was all right for the 
slow speed stockkeeping clerk, but 
getting the money was reserved 
for the best. 

We wouldn’t be surprised if the 
same plan still continued in Wana- 
maker’s, but it took a shoe man 
to start them off. 

We said in the editorial of June 
18—there were social significances 
in the Wage and Hour Bill. One 
that will make itself felt is the hour 
schedule. There are shoe stores 
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and other stores that still operate 
on a seven-day week, 12 to 14 
hours per day per clerk. But that 
will pass because as the Nation 
goes, so will go the individual; 
and the 40-hour stint of real, alert, 
active selling is better than an 84. 
hour hanging around job. Even in 
the small stores and in the sub- 





urbs, store time is going to be made 
selling time. We are stepping into 
a new concept of work for work’s 
sake, not a wage for the sake of 
putting in one’s time. 


* * * 


A COMPLETE investigation of 
the effects of State fair trade laws 
will be undertaken by the special 
survey committee appointed by the 
President, which has a WPA grant 
of between $2,000,000 and $3,000,- 
000, Augustus H. Martin, Jr., di- 
rector of the survey, stated. “We 
contemplate local surveys in about 
200 cities and towns in some thirty- 
five States,” Mr. Martin said, “to 
gather information from the retail- 
ers in various lines of business as 
to prices of different types of mer- 
chandise, volume of sales, mark- 
ups, etc.” 
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BRUBE METZ of Metz Shoes in 
Chicago, Ill., did a Paul Revere by 
rushing off to Springfield, Illinois, 
to kill the bill to license all business 
on its gross volume. He was one 
of a delegation of more than two 
hundred representatives of other 
lines and spoke for the shoe mer- 
chants of Chicago. The formidable 
“Centurian of the Merchant Guard” 
from Chicago frightened the spon- 
sor of the bill so that he tabled his 
own motion—but as Rube Metz 
put it: 


Kuh THA, 
Bite 






444 
Pa - 





“We are in great need of a shoe 
retail association in Chicago; more 
so than ever before, as there are 
bills coming ‘up all the time affect- 
ing retailers. It is my hope that 
such an organization could be es- 
tablished in the near future in 
order to meet situations such as 
the one now before us which fortu- 
nately was pigeon-holed for the 
time being.” 

com * 
WV HEN a little shoe retailer has 
an idea and pours his life into the 
development of it, he is bound to 

















get somewhere. The old Emerson- 
ian adage might have been: “If 
you build a better mousetrap the 
world will beat a path to your 
door.” But in shoes it has always 
been—“If you build a better shoe, 
start beating a path to the world’s 
door.” 

In the Voice of the Trade of 
April 23, we told of the thrill of 
a lifetime experienced by James 
A. Fikany of Carbondale, Pa., shoe 
merchant, shoemaker and shoe in- 
ventor—who wanted to have as his 
customer the First Lady of the 
land. 

On May 12, Eleanor Roosevelt 
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—Have just returned from a 7,600 
mile flying trip to, down and back 
from the Pacihic Coast. 

—Only 40 flying hours were required 
to make this trip— 

—By train at least 160 hours would 
have been necessary. 

—Speed in travel and communica- 
tion is a potent factor in our mod- 
ern age. 

— A telephone connection from my 
San Francisco hotel to my New 
York office was made in a few 
seconds. 

—I attended a Hollywood broadcast 
that my wife was listening to at 
the very same moment in my New 
York apartment. 

—lIf | were mechanically inclined, 
all these things would not seem so 
wonderful to me. 

—But | am just an ordinary sort of 
guy who gets a real thrill out of 
the many things he doesn't under- 
stand. 

—Where ianorance is bliss, it's 
foolish to ask too many questions. 


Sinise 6 TCE 


President 





wrote in her column “MY DAY” 
that she “tried on some very re- 
markable shoes, which make stand- 
ing for hours a pleasure.” We 
wrote her a letter and her secretary 
acknowledged the fact that she had 
received a number of inquiries 
about the shoes. 

Now comes a two-column article 
in the World Telegram of June 20, 
stating: “Hundreds of letters from 
women swept into the White House 
inquiring about the remarkable 
shoes and hundreds of answers 
went ovt telling the women to get 
in touch with a little shoemaker, 
James Fikany, at Carbondale, Pa.” 

In the course of the story, Mr. 
Fikany says: “For more than 
thirty years I have been cobbling 
and selling shoes in Carbondale. I 









made shoes to order for many peo- 
ple who could not get fitted in the 
store. It took nine months for my 


‘ Congressman to get an interview 


with the President’s wife. It was 
fixed for January 31. I had gotten 
her shoe size, 7144 A, and made a 
pair with the adjustable support 
in them.” 

Soon after Mrs. Roosevelt started 
praising the shoes, he said, he got 
an order from Mrs. Elinor F. Mor- 
genthau, wife of the Secretary of 


the Treasury. 





CONTINUING a glorious tradi- 
tion, the Boot & Shoe Travelers’ 
Association of New York will hold 
their annual Summer jamboree and 
golf tournament, Thursday, July 
14, 1938, at Karatsony’s Hotel, 
Glenwood Landing, L. I. Golf at 
the Engineer’s Club adjacent to the 
hotel. Cost—6 bucks—Golf extra. 

The committee: Tom England, 
George Daven, Harold Callahan, 
Larrie Sass, Stanley Napier, Mort 
Seaman, Edward Brown, Jim 


Baker, Charles Havranck. 


#2 


HIAROLD WILLIAMS rode 2 
hobby for years. He would ask 
society editors of newspapers why 
it was that they never mentioned 
shoes when they described the 
bridal attire. But now it’s out! The 
society reporters gathered round 
young John Roosevelt, the bride- 
groom, with demands that he en- 
lighten them on the momentous 
question: What shoes would Miss 
Anne Clark wear as she walked to 
the altar? “White sandals, which 
tie here and there,” he said. 

But John rose to heights of 
genius when they asked him about 
the bridal gown. His reply de- 
serves a place in history. We had 
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read without fully comprehending 
the published accounts of the twenty 
yards of French organdie, the 620 
yards of satin ribbon, the fourteen 
yards of bridal tulle, but John, in 
seven words, gave what is to our 
mind the perfect description of all 
the bridal gowns that ever were: 
“It looks like gauze lined with 
something.” 
* * * 

FRANCIS B. MASTERSON, pres- 
ident of the National Shoe Whole- 
salers’ Association, comments that 
“while we have been studying and 
working to improve the design and 
fitting qualities of horseshoes for 
many generations, it has been only 
a few short years since we have 
been trying to do the same things 
with shoes for wear by human be- 
ings.” He is of the opinion that 
4 great deal more remains to be 
done. Speaking before the mer- 
chant members of the Boston Shoe 
Club, he argued for a course of 
instruction in the anatomy and 
functioning of the human foot; 
aud the proper design and fitting 
of shoes to those feet so that they 
may function as they should. “The 
time is coming,” he predicted, 
“when shoe fitters will be licensed.” 


* * * 


*sILET’S LOOK AT THE REC- 
ORD” is the title of the survey on 
selling shoes for children which 
Dr. A. Posner, Shoes, Inc., N. Y.., 
is bringing out for private [but 
you can get it] distribution. Based 
or actual statistics and a long busi- 
ness experience, this is a study of 
a much neglected subject. 

The material is divided into three 
main sections. The first deals with 
the weaknesses and defects of the 
present system of conducting busi- 
ness in the average children’s shoe 
department. It discusses such topics 
as location, promotion, advertising, 
volume of sales per square foot of 
selling space, turn-over and profits. 

The second part opens with “An 
Eight Point Set-Up for Making 
Children’s Shoes Pay A Profit” and 
continues with a discussion of va- 
rious ways of building a sound 
business in this department. The 
emphasis here is laid upon the 
health appeal “because every 


mother is interested in healthier 


feet for her child.” 


“Educators, 


‘ doctors and parents,” says the 


writer, “are looking with alarm at 
the increasing foot ills of modern 
children. A recent survey of foot 
conditions among school children 
shows that 65 per cent of the boys 
and 70 per cent of the girls are 
victims of foot ailments. And 72 
per cent of the children are wear- 
ing improperly fitted shoes.” 

The last section of the survey 
shows the various ways good shoes 
can help a retailer to build a sound 
business based upon health appeal. 


* * x 


ANDREW VAMOS returned from 
a shoe circuit of Europe on June 
20 and made the statement: “When 
a European opens a newspaper in 
the morning, his first remark is 
‘No war today!’ In contrast, when 
an American opens his newspaper 
in the morning, he generally first 
wants to know—‘What’s the weather 
today?’ There you have it—the 
difference between the two hemi- 
spheres.” 

Joseph Kennedy, United States 
Ambassador to England, landing 
in New York, said: “Your only 
problem here is an economic one. 
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At least you are not making gas 
masks for children.” 


* * 


WO shoe colors follow the dress 
or coat? That’s a moot question of 
early Winter consideration to a 
movement that is afoot to popu- 
larize a new coat color, to lift the 
interest from black. 

RURAL AUTUMN, the new 
color, is best described as a warm 
henna and the new shade was 
shown in one costume designed by 
each of the twelve coat affiliates (of 
the Fashion Originators Guild of 
America, Inc.) in styles selected to 
show its adaptability for use with 
various types of furs and acces- 
sories, 

“The golden era of profitable 
coat business was the period when 
women wore colored coats,” ex- 
plained Samuel L. Deitsch, chair- 
man of the coat division of the 
guild. “The use of silver fox led 
to the popularity of the black coat. 
But the high style market is just 
about ‘fed up’ on silver fox and we 
believe and hope that the time is 
ripe to introduce color as a stim- 
ulus to better coat sales.” 
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“You need these orthopedics! | know you're big and strong. So was 
Samson and fallen arches killed him!" 








(3 


with ee 


rongue 
trim med vr 


gator 





alli igator 
n' or 











The perennial saddle oxford 
in reverse and smooth calf 
with two-tone crepe wedge 
heel (O’Donnell); a saddle 
oxford entirely of reverse 
leather with crepe sole and 
built-up leather heel (J. M. 
Connell); the “Tugboat” 
with high wall last and stub- 
by toe adapted from the ski 
boot. The thick crepe sole is 
the washboard variety (A. 
Sandler ). 


THE story of college girls’ shoes is a 
three-part story. Part one has to do 
with the saddle-oxford every-day cam- 
pus favorite, as told in the June 4 
issue of the REcorDER. Part two, as 
you see before you, deals with tailored 
shoes for football games and special 
campus occasions. Part three con- 
cerns dressy shoes for week-end parties 
and college proms. It takes all three 
types to outfit the girl who sets out in 
September on her collegiate year. 

So we don’t agree with the shoe man 
who said, the other day: “What’s the 
use of promoting a variety of shoes 
for the college girl trade? We run a 
service station for saddle oxfords and 
let it go at that!” Granted that the 
college girl spends most of her waking 
and walking hours on the campus in 
a saddle oxford, there is still room in 
her life for other shoes for other oc- 
casions. ; 

The girl in the photograph, for in- 
stance, is all set for a football game. 
That’s one important place to put a 
best foot forward. When she gets a 
bid to the Yale-Harvard game, you 


may be sure she will step-out in a new 
and smart pair of tailored shoes! 

And even for her campus life, she 
will want an occasional change from 
the uniform saddle shoe. These 
tailored types may not be as impor- 
tant as they once were—but they still 
belong in the picture. 

As we reviewed the lines of tailored 
shoes for late August showings, we had 
one surprise. The “wedge,” which 
was touted as a strong collegiate pos- 
sibility, is not the factor it was ex- 
pected to be. There are very few to 
be found and little interest shown in 
the idea. The reason advanced is that 
this type is too close to the spring- 
heeled saddle classic to stand on its 
own feet. That may be true, for the 












average store, but if we were catering 
to an up and coming college trade, we 
would have one rubber-soled wedge to 
show like the dark blue model in re- 
verse and smooth leather illustrated 
here. We would feature it as 1938 
news. 

Platform sole treatments are by 
no means a dominant theme. But here 
and there, we find a few striking 
models with great promotional possi- 
bilities. And here again, if we were 
the buyer of a style-minded shoe store, 
we would play one platform model in 
our August showings for the college 
crowd. 

There is no doubt that all the new 
interest in sole treatments has left its 
mark on pattern detailing. The mud- 
guard idea is universal. Applications 
of contrasting welts, stitching detail, 
thong treatments are all used to con- 
centrate interest at the sole of a shoe. 

In other seasons, tongue treatments 
were the focus of design interest, now 
it’s the area just above the sole that 
[TURN TO PAGE 44, PLEASE] 


Diversity of treatment character- 
izes these five shoes in smooth and 
crushed calf. (Bottom left to 
right) Oxford with apron trim 
(C. B. Slater); thong lacing and 
perforations on stepin with goring 
and Talon fastener (Marshall, 
Meadows and Stewart); mudguard 
treatment on ghillie type oxford 
with soft toe (Walk-Over); stitch- 
ing in diamond pattern like quilt- 
ing on vamp (Natural Bridge); 
softie gore stepin with mudguard 
trimming and bow of braided 

leather strips (Pedemode). 




















FALL SHOES 


For The 
YOUNG 
FOLKS . 














after they go back to school, boys and 
girls naturally go on wearing Summer 
clothes, but the thoughtful mother will 
realize that the situation is somewhat 
different with regard to shoes. For 


The shoes shown below are 

comprehensive of the style line- 

up for boys’ shoes for Fall. For 

descriptions see merchandise 
sources. 


WHILE millions of boys and girls 
are making the most of their Summer 
respite from books and studies, shoe 
merchants are already looking for- 
ward to the first of September and the 
beginning of another school year. To 
them, it means the opening of another 
season for children’s shoes. It means 
that stocks must be ready and promo- 


tions planned well in advance of the 
time when the shoes will actually be 
wanted. 

During those first few warm weeks 


Left: Elk and kid are, as al- 

ways, important in shoes for the 

younger children. The saddle 

oxford has a crepe sole with a 
wedge heel. 


several months the children have been 
wearing soft easy sport shoes of vari- 
ous kinds. Their feet have been grow- 
ing and spreading. The shoes of last 
Spring no longer fit properly. Noth- 
ing is so bad for the child’s health— 
general as well as foot health—as 
shoes that are too small. More and 


Variations on Classic Types in 
Clever Adaptations of Men’s 
and Women’s Styles Promise 
an Interesting Autumn Picture 


for Boys and Girls. 


Right: shoes for the growing 
girls are styleful and smart and 
it’s in this field that novelty 
leathers and combinations are 


popular. 


more, thoughtful and conscientious 
men and women in the children’s shoe 
business are tackling this fundamental 
problem. So, when a new season 
comes, the retailer has the idea of 
proper fit and good health to sell as 
well as new patterns, materials and 
colors. 

A few years ago most of us inter- 
ested in children’s shoes did not ex- 
pect to find much style news from one 
season to the next. Since then, how- 
ever, the children’s shoe business has 
waked up. The classic types continue, 
but ways have been found to vary 
these without losing the simplicity 


which is a basic principle in smart 
shoes for boys and girls. 

Of course this change is chiefly no- 
ticeable in shoes for the bigger boys 
and girls. The younger the child the 
more closely patterns, materials and 
colors stick to certain accepted types. 
For the very little child, just learning 
to walk, the little boot, the oxford, 
and the strap are perennial types. 
The T-strap sometimes replaces the 
single strap with center buckle. In 
materials, white and tan elk, some 
white and tan kidskin, and a little 


white buck (especially in New York 
and vicinity) are the leading leathers 
and colors, with the occasional use of 
black patent. One firm also makes a 
dark brown pigskin oxford but this 
sells only as a novelty. White elk is 
the big number. In general, bright or 
pastel colors are not in demand, al- 
though in pre-walking or beginning- 
to-walk sizes, there is always some 
interest in little pink and blue kid 
strap shoes or, as a newer note, white 
kid embroidered in color. 

[TURN TO PAGE 32, PLEASE] 


Above: Fall shoes for the older girls contain many adaptations of the popular styles seen in 


women’s shoes 


and are just as smart. 
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A CHARGE account customer is more valuable than 
a cash customer. 

And that statement takes into consideration a full 
appreciation of the delightful sound silver dollars make 
when they bang into the drawer of a cash register. 

Yes sir, the steady clank of silver dollars is one of 
the most pleasing sounds in the world. It kind of gets 
you, some how. Makes you rub the palms of your hands 
together and feel expansive. Makes you feel as if you 
were accomplishing something very fine and big and 
clever. Makes you feel the way Jim Farley looks when 
he gives away another new Post Office building. That’s 
assuming, of course, they’re other people’s dollars 
clanking into YOUR cash register. 

It’s got to be your cash register and the customer’s 
silver dollars to produce that beautiful symphony of 
well-being. 

Because it doesn’t sound like a symphony to the cus- 
tomers. Oh, no! The customers are very fond of those 
silver dollars themselves and the music sounds more 
like a dirge to them as the dollars plunk into the till. 
The sound is more like a death knell. It takes the cus- 
tomers up short and makes them wonder whether they 
shouldn’t reverse the trade and give back the shoes. 
Makes them wonder whether they’ve been talked into 
buying something they might have done without. It’s 
an entirely different kind of music than that heard by 
the proprietor. 

And that, citizens, is the basic reason for charge 
accounts. That is the reason we swing from the water- 
bucket with the assertion that a charge customer is 
more valuable than a cash customer. 


TAKE a look at your own case. If you had to bang 
the cash on the table every time you bought a line of 
shoes from a factory, the manufacturers would soon be 
out of business. You’d be the hardest man in the world 
to sell a bill of goods to because you'd never be able 
to let loose of those precious dollars. But, with a line 
of credit to make it easy for you, you scribble off an 
order with the ease of a drunken sailor ordering his 
lunch. 

You're a charge customer; and how you like it! 

The cash customers you sell your shoes to are not 


PUT IT ON THE CUFF 


Without any sparring around for an opening we'll 





swing one from the water-bucket and see how far 
we get. Here it comes. Who’s ready with a challenge 


to uphold the cash side of the argument? 
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any different from you. They hate to part with their 
cash the same as you hate to. They have the same in- 
stinct for hanging on to it that you have. They have 
the same native resistance to any attempt to separate 
them from their dollars that you have. They have much 
more difficulty in exhibiting “customer acceptance” 
than charge customers have. 

Look at it this way. Suppose you’d put a sign on 
your awning advertising free shoes for all customers 










Charge accounts are like laughing gas. A 
whiff or two and the most conservative cus- 
tomer starts lifting weights, one pair, two 
pairs, three pairs, anything can happen de- 
pending on how potent the gas is and how 
cleverly it is administered. 
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Credit Sometimes Has Its Headaches, But It Does Sell Shoes 


by 


MARSH LANTERMAN 


who would merely come in and be fitted. Just like 
that, making it easy for everyone! 


FREE SHOES FOR ALL!! FREE SHOES FOR ALL!! 


Say, your store would be a riot over night! New 
customers would come trooping over the hill like the 
Seven Dwarfs coming home for supper! They’d think 
Dopey had opened up a shoe store and that you 
(Grumpy) had washed your face. 

Your stocks would melt away as fast as your clerks 
could wrap the packages. Your place of business would 
become the most popular shoe store on earth and your 
sales volume would soar beyond the wildest dream 
you ever had. No customers hesitating over styles. No 
customers pondering over prices. No vacillating be- 
tween choices in sizes. No weighing of values with your 
competitor up the street. No snoops; no squawks; no 
skimps! No higgling at all; and not even a modicum 
of haggling! For haggling would become hoggling, 
each customer trying to out-hog the other for the pure 
pleasure of carrying away the suedes you had left over 
from last Fall. 

With the new sign on your awning, buying would 
have become all pleasure; and no pain. 

Why? Because no money would have to change 
hands. 

Well, just such painless buying psychology was 
cooked up by the first merchant who announced charge 
account facilities for his customers. It was a trick in- 
vented to muffle the sound of the dollars as they left 
the customers’ pocketbooks and tumbled. into the till. 
It was a trick devised to make shopping as painless 
and simple as getting something for nothing. But there 
was an innocent self-effacing little detail attached to the 
trick that protected the interests of the merchant. 


THE little detail consisted of a neatly folded state- 
ment of indebtedness slipped into the mail box of the 
customer on the last day of the month. 

No oral mention of the debt by the merchant to the 
customer! Oh, no! Not a word. Nothing sordid or 
crass like that! Just a neatly folded statement slipped 
surreptitiously into the customer’s home by an inex- 
pensive governmental diplomat, the mail man. 

Oh, it was a swell idea! 

It was a swell idea right from the word go. It 
actually had many additional far-reaching benefits 
which were not anticipated by the inventor. 

For instance, there was the woman who had no 
intention of buying a pair of shoes. She was down- 
town to see a dentist to have a tooth pulled and she 


didn’t bring any money with her for fear the dentist 
would get it. A pair of shoes was the last thing in the 
world she had on her mind until she happened to pass 
by the window of the store of the merchant who first 
offered charge account conveniences, or maybe it was 
the laughing gas. 


What did she do? 

She got the idea in a flash! It was a natural for 
her! It is a natural for ALL women! She went in and 
bought THREE pairs of shoes, a handbag, and some 
hosiery. 

It was the simplest thing in the world! All she had 
to do was open up an account by answering some silly 
questions and signing something or other and there 
was the package all wrapped up and everything was 
lovely. 


The merchant was mighty pleased, too, because it was 
an extra sale he would not have made if he hadn’t in- 
stalled the system of charge accounts. 


Then there was the woman who had already spent 
her husband’s salary and pay day was still six days 
way. She was downtown helping another woman spend 
her husband’s dividends which wouldn’t be declared 
again for three months. They met the woman who had 
not yet got to the dentist’s office. 


“Well, for heaven sake,” they asked in unison. “What 
in the world have you got in that big bundle? Are 
you taking in washing now?” 

The dentist woman smiled condescendingly. “No,” 
she said. I’ve been taking in Whoosis Shoe Store. You 
know, of course,” she said, “I have a charge account 
there. I buy practically all of my shoes and things 
there, you know. They have such lovely shoes at 
Whoosis!” 

The dividend woman and the husband’s salary 
woman glanced at each other. 

[TURN TO PAGE 41, PLEASE] 


Swinging from the water- 
bucket we have asserted 
that the Charge Customer 
is by far the more valu- 
able, and we'll wait right 
here in the ring to see 
who can throw us out. 






































1 START the month off with 
a BIG Saturday. Prepare 
a large ad for today's paper, 
with the theme “Footwear for 
the Holiday." Play up sports 
shoes, white shoes, bathin 
shoes, etc. And don't ovata 
Hosiery! Several good "'spe- 
cials" will make your ad much 
more effective and close out 
your odd lots. 





5 NOW to get back to the 

serious problem of get- 
ting business in July! Are you 
going to have a July Sale? If 
so, when? A lot depends on 
what others in your town will 
do. If you plan to have a sale 
do not wait until your competi- 


tors have all held theirs! 


YOUR windows are an im- 

portant factor in the suc- 
cess of your clearance sale. 
Make them convey the idea that 
there IS a sale going on! Use 
stocky displays—lots of mer- 
chandise. Use BIG price cards 
and display cards, with bi 
RED prices on them that yel 
for attention. 


13 EVEN though you are 
in the midst of your 
clearance sale do not neglect 
your weekly check of stocks, It 
may turn up some additional 
numbers that should have been 
included in the clearance. And 
it will give you accurate in- 
formation as to how success- 
ond your clearance is operat- 
ing. 





9 GET some flashy display 

cards in your windows for 
today. Feature your "specials" 
with big price cards and rear- 
range your displays in general 
to make them more interesting. 
Remind all salespeople today 
to suggest hosiery to every cus- 
tomer and you will get many 
“plus” sales from customers 
getting ready for the holiday. 


6 IF you have been wonder- 
ing whether or not to have 
a July Clearance, perhaps the 
results of today's check of 
stocks will make up your mind 
for you. If you have slow sellers 
and old stock on your shelves 
you probably need a clearance 
sale to get in shape for Fall. 

























14 ARE you maintaining a 

daily record showing 
your sales, the weather, your 
advertising for the day, any ac- 
tivities of your competitors— 
everything in fact that will 
give you a complete picture 
next year at this time? Such 
a record is an invaluable aid 
in planning your month's ac- 
tivities. 





THE 





Good Shoes Deserve Good Sales Promotion 















7 IF you are going to have 

a clearance sale make 
your advertising as sensational 
as you can. Use big, black 
prices, big cuts and plenty of 
space. There will be lots of 
competition for attention in 
July newspaper advertising. Be 
sure that your advertising can 
hold its own. 


11 WITH a clearance sale 

going on it is not nec- 
essary to change your windows 
today. However you shou'd 
check the displays against Sat- 
urday's selling and make sure 
you are not giving big space 
to some sale items that were 
pretty well disposed of in the 
first day's selling. 


1 5 END your clearance sale 

tomorrow. A sale never 
holds up successfully the sec- 
ond week. Insert a big, atten- 
tion- getting ad in today's 
paper headed "Our Clearance 
Ends Saturday" or some similar 
caption. If any of your clear- 
ance items have not been sell- 
ing, mark them down and use 
for last day specials. 
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SHOE STORE 









4 INDEPENDENCE DAY. 

Did you arrange a suit- 
able patriotic display in one 
of your windows before you left 
the store last Saturday night. 
Enjoy the holiday today for 
you have a hard month ahead 
of you. It takes application 
and energy to keep sales hum- 
ming in Summer. 


8 TOMORROW is a good 

day to launch your clear- 
ance sale, and today is a good 
day for your newspaper ad an- 
nouncing it. Why not secure 
reprints of the ad, and mail 
them out to your customer list 
with a letter telling the im- 
portant things about your sale? 





12 TODAY would be a 

good day for a postal 
card mailing to your trade. 
Simply say, “July Clearance 
Now Going On! Come and 
get your share of the bar- 
gains!" Then list a few of your 
“best buys." Such a mailing is 
quite inexpensive and will get 
plenty of attention. 


16 HAVE all your speciai 

items out on tables to- 
day. Go over your window 
displays and see if you cannot 
liven them up for the day. If 
you have any new specials fea- 
ture them in the windows. See 
that all salespeople know al 
the numbers you are particular- 
ly anxious to clear out today. 
























BOOT anp SHOE RECORDER, July 2, 1938 


CALENDAR FOR JULY 


A Working Schedule for Busy Merchants 


91 NOW is a gore time 

to do some planning for 
the Fall season. What sort of 
window and interior displays 
are you going to have? It is 
better to make preparations 
now, than to wait until the last 
minute and not be able to do 
~ kind of a job you want to 
°. 


95 THE final week of July. 

If you have any new 
styles get them in your windows 
today. If not, why not work up 
a feature of men's shoes or 
children's footwear, with spe- 
cial display cards pointing out 
the features of your line or 
emphasizing the values you are 

‘ering. 


99 WHAT can you adver- 
tise today to make the 
last Saturday in July a good 
day? Have you some odds and 
ends left over from your clear- 
ance? Then why not have a 
One Day Month-End Sale, and 
name prices that will startle 
people into cleaning out all 
such turn-killers? 





1 YOU, no doubt, re- 
moved you sale window 
displays Saturday night and 
put in quick trims for over the 
week-end. Today you should 
put in smart style displays for 
the week that will be in sharp 
contrast with the stock sale 
windows that you have been 
having for the past week. 


92 UNLESS you have some 

Saturday specials to ad- 
vertise this might be a good 
week to curtail somewhat on 
advertising. It is between sea- 
sons, your clearance is over 
and there is not much you can 
advertise that will bring ade- 
quate returns. Conserve your 
advertising dollars for the busy 
season. 


26 ARE you planning a trip 
to market soon? Why 
not arrange while you are in 
the market city to mail postal 
cards to your customers at 
home, telling them you are in 
the market selecting new Fall 
footwear styles and that you 
will be back with them in just 


a few days. 


30 URGE all salespeople to 
make a special effort to 
get rid of your special values 
today so you can start August 
with the cleanest stock condi- 
tions of the year. Be sure and 
play up your Month-End Sale 
in your windows, featuring 
your bargains with big atten- 
tion-getting price cards. 


19 DID you add any new 
names to your mailing 
list during your clearance sale? 
It should have brought many 
new people into your store. 
And have you corrected your 
mailing list to remove all dead 
names and see that all ad- 
dresses are up to date? This 
should be done frequently. 


93 IF you do not advertise 
extensively that is the 
more reason for doing some- 
thing to make your windows 
interesting today. No doubt 
you have some good specials 
you can feature that will get 
the attention of window shop- 
pers who have been brought 
downtown by other stores’ ad- 
vertising. 


97 DID the weekly stock 
check that you made to- 
day disclose a clean condition 
in your women’s hosiery stocks? 
It should, because the new Fall 
colors are out and you will be 
showing them very soon. In 
fact you should have them on 
order now so that you will get 
delivery early in August. 


9 TODAY'S check of 

stocks should disclose a 
clean condition as a result of 
your clearance sale. And this 
is as it should be for new Fall 
styles will be arriving before 
many days. Are your stock 
checking records ample to tell 
you what you want to know? 
If not, amplify them. 


28 IF you have not com- 

pleted your selling plans 
for August, you had better 
take time to do this today. Re- 
member, August gives the ag- 
gressive merchant a flying start 
on the Fall season, an advan- 
tage which can easily mean the 
difference between profit and 


loss for the entire Fall season. 


























*¢ BBY November, the transformation in business, earn- 
ings, employment and optimism will be startling.” This 
expression of high hope was made by an authority who 
has been our guide for a number of years and who fore- 
casts in the financial world. 

In our Editor’s Outlook of June 18, 1938, the final 
paragraph read; “We are so convinced, that we make 
the prediction that this piece of economic legislation, 
coming as it does at the adjournment of Congress and 
at the time of the dead low in business—the mid-Sum- 
mer slump, etc., that it actually marks a significant week 
in American history for we can go no lower and must 
stage an upturn.” 

We have tried not to be a distributor of despair, 
even though the past eight months have been desperate- 
ly depressing. We do know that the precipitous drop 
last Autumn can be traced to two paramount things: 
FIRST—the mountains of inventory made by ma- 
chinery in a shorter space of time than that same 
volume of goods can be consumed in time—money— 
profit time. SECOND—the government turned off the 
steam when it sharply cut government expenditures in 
1936 and 1937. Ours not to reason why—ours but to 
do and try. 

We know that any upturn now is not measurable by 
2+ 2 =< 4. We know that, “deuces are wild” in the 
new upswing. We know that government holds the 
cards, for you can’t spend $12,000,000,000 in a fiscal 
year through government channels without having the 
effect of again turning on the steam. This new money 
may be debt dollars but in the hands of individuals 
they are just as much purchasing power as dollars 
earned in private enterprise. With the total business 
income for the nation at $60,000,000,000, the govern- 
ment share of $12,000,000,000 is a pretty big “kitty” 
in the game. 

It may not be planned-economy but it smacks very 
much of a manipulated movement, especially when new 
rules will be in effect on July 1, liberalizing banking 
regulations to encourage the flow of private funds into 
the business structure of the nation. Bankers may then 
make commercial loans for a period longer than nine 
months—as long as the loans are sound—and they may 


fe SaAdns OUTLOOK, 


Filling a Straight—with ‘‘Money’’ Card 
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By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


also invest in the bonds of small, local corporations, 
even though the securities are not quoted on stock 
exchanges. When, in one week, the stock market can 
rise an average of 14% points, actually the largest 
advance of any week since 1929, there must be the 
attraction of profit in the game, to run the tape over 
10,000,000 shares daily. 

These indications of upturn may be largely emotional 
and a pure gamble against futures; but after all, in a 
world where the old law of supply and demand is upset 
by so many new-fangled notions, the unexpected may 
be more important than 2 + 2 — 4. It may also take 
time for the uplift spirit to translate itself into business 
wages, for at this writing steel workers are employed 
only 25 hours a week, the number of employees has 
shrunk one-quarter in a year and the payrolls are only 
half as large as they were a year ago. 

It may seem hard to reconcile the movement of the 
money market against the misery of the masses but we 
slid down the ladder so fast that we may, in this topsy- 
turvy economic world, run up the ladder again with as 
much rapidity. We will pay for it—make no mistake 
about it—in higher taxes and eventually a national 
sales tax, but the thing to do now is to save the ship 
from sinking. From now on the sea will be filled with 
life preservers so that old, tired businesses won’t be 
permitted to die a natural, economic death; and new, 
virile, aggressive businesses will have to swim twice 
as hard to get through the dead-wood. 

Remember, we still have an inventory in every line 
of business. In automobiles the inventory of unsalable 
new and old cars would frighten any other nation but, 
so help me, at the next National Automobile Show, the 
new models will make twice obsolete what has gone 
before. If salt is the zero in sales-flexibility—no matter 
how you cut the price it won’t sell a pinch more—shoes 
are getting to be the tops in perishability—affected by 
weather, whims and what-nots. 

Let this be a lesson in shoes. The old will age more 


[TURN TO PAGE 47, PLEASE] 
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NEWS FLASH! 
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CONCENTRATE 
On the SHOE SALE 


That Seems to Sum Up the Selling Philosophy of Patrick 
A. Morgan, of Robinson’s Shoe Store, Kansas City, Mo., 
First Prize Winner in the Recorder’s Recent Contest for 


Retail Shoe Salespeople 


PATRICK A. MORGAN 


Following is the letter submitted by Patrick A. Mor- 
gan, of Kansas City, on “How Retail Salespeople Can 
Help to Get More Shoes Sold Right in 1938,” which was 
awarded first prize in the contest recently sponsored by 
Boot AND SHOE RECORDER: 


GREET the customer with a smile! See that she is 
comfortably seated where the lighting and mirrors may 
be utilized to the best advantage. As you start to re- 
move the old shoe, say: “What type of shoe would you 
like?” While she explains her desires, remove the old 
shoe and measure her foot carefully both as to length 
and width, noting the height of the arch and the condi- 
tion of the metatarsal and the general condition of the 
foot for enlarged joint, or any condition that may 
require special fitting. 

Never look at the size marking in the old shoe as 
this tends to weaken the customer’s confidence in your 
fitting ability and makes her harder to convince that 
she is being properly fitted—the old shoe may have 
been misfitted! 

Remember, the customer is here for one purpo-e only 
and that purpose is to be fitted correctly in a shoe of 
the style and color she selects. 

Never introduce the weather or any other foreign 
subject as a matter of conversation, as this tends to 
delay the final decision. However, if the customer 
brings up the subject, reply in kind, and tactfully bring 
the conversation back into the proper channel and one 
in which she is vitally interested—The New Shoe! 

Having decided on the proper shoe for her foot, 
select the best shoe in the stock that most nearly con- 
forms to her word picture of what she wants and slip 
that shoe on her foot, calling attention to its beauty 
of line, its style, how it hugs the arch and heel, and 
above all, how perfectly it fits. 

If your selection of the shoe you want on that foot 
conflicts with what she thinks she wants, by all means 
do not argue with her, but get the very nearest shoe 
you have to what she wants and put it on her foot. 
Then tactfully point out the advantages of both shoes. 





RULES for Successful Shoe Selling As Laid 
Down by Mr. Morgan in His Prize Winning 
Letter 


Greet the customer with a smile. 

See that she is comfortably seated. 

Get her idea of the type of shoe she wants. 

Measure the foot carefully and observe any conditions that 
may have a bearing on the question of fitting. 

Don't look in the old shoe for the size. 

Keep the conversation down the line of shoes and don’t in- 
troduce any foreign subject. 

Select the shoe from stock that most nearly conforms to cus- 
tomer’s word picture of what she wants. 

If your selection conflicts with her ideas, don’t argue, but 
point out relative advantages of both shoes. 

Gain the customer’s confidence by sincere attention and in- 
telligent service, and then 

CLOSE THE SALE! 


— ————--— 








One for style, fit and beauty, the other for the color 
combination she wishes. This method will often result 
in a two-pair sale and will assure a satisfied customer 
since you have given her more service than she has 
requested. 

Obviously, in this day of matching colors in shoes 
with colors of purses, eyes, hair and skirt-hems, it is 
impossible to carry every style in every color, and it is 
just as obvious that one cannot fit an 844 AAAA foot 
with a 7 C shoe. Therefore, it is imperative that the 
salesman not only put his best shoe forward in the size 
needed, but also that he use his best professional man- 
ner and necessary tact to gain the confidence that will 
close the sale. 

The writer recalls a request for a color ‘combination 
not in stock. He fitted her in a beautiful; soft brown 
calf turned sole shoe that shook the customer’s deter- 
mination but couldn’t quite convince her. She shopped 
all day, and came back for that perfectly fitted, thor- 
oughly comfortable shoe. "4 

Patrick A. Morcan, 
Robinson’s Shoe Store, Kansas City, Mo. 
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Put Yourself in Your Customers’ Shoes 


You certainly would prefer shoes with SCUFFLESS HEELS 


YOU'LL get a favorable reaction from customers 
when your clerks say: “These heels won’t scuff. 
They'll look new as long as you wear the shoes.” 

Scuffless “PYRAHEEL” plastic heel covering is 
an exceptionally sturdy material that can stand 
hard wear—without a check, crack or scuff to 
mar its sleek smartness. Here’s the best 
assurance you can give customers 


against scuffed heels. And they’ll quickly appre- 
ciate what Scuffless heels mean to them. 

Ask your regular manufacturer to use Scuffless 
“PYRAHEEL” on your next order. It gives you 
an additional sales-point that helps make sales 
easier. Have your clerks point out that your 
shoes have Scuffless heels. Write for 
samples and complete information. 


R06. u. 5. paT.OFF 





Hits of the season 
in big selling price 
ranges. 


$32086°O peralcErs 


ARE GEARED TO5 


Men’‘s dress and work 
shoes of all leather 
: in popular patterns. 
$3, $4, $5 and $6 
RETAILERS 


FASTER STYLES 


Unusually smart shoes 
| for children with the 
' strong selling point of 
| all leather. 

79¢ to *2 RETAILERS 

ACCORDING TO SIZES 


| Ae es a oe 


1801 WASHINGTON AVENUE [iHou: 
UNL 


DBERTS OHNSONS A! D St. Louis, Mo. 








NATIONALLY ADVERTISED 
feature line retailing profit- 
ably at $5 and $550 


NATIONALLY ADVERTISED 

with feature line of Uptown 

Free Molds retail profitably 
at $5 to $6 


.. the best styled STAR BRAND line ever presented 


ith what it takes to draw in customers and make sales 


NATIONALLY ADVERTISED 
feature line for children re- 
tailing profitably at 98c to $5 





.. greater margin of profit in the fast-selling popular 





rice ranges...unusual for shoes of solid leather 


j Tt DUSANDS OF DEALERS THROUGHOUT THE COUNTRY HAVE BUILT THEIR BUSINESS ON THE 
SOUND, DEPENDABLE QUALITY STANDARDS OF STAR BRAND QUALITY WHICH IS NEVER LOWEREL 
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My feet are cool... 
ty are — 





Hot? Sticky? Feet burn- 
ing up? Lace on a pair 
of our light weights. Not 
an ounce of surplus 
poundage. Let the side- 
walks get hot . . . you're 
cool! 
Shown are only three 
from our large group of 
Summer Sport Types. 


1. A KOOLITE plentitully 
on. 








Boe Si Baht 
JESBERG'S 
OkeOuer 
. AY 





Three popular Summer shoe types 
advertised by Jesberg’s Walk-Over 


Los Angeles. 


THE increasing interest of men in the 
more casual and informal styles of 
apparel, particularly for Summer wear, 
is strikingly illustrated in a large 
number of the current men’s shoe ad- 
vertisements appearing in newspapers 
throughout the country. In this con- 
nection it is also very interesting to 
note that the volume of men’s shoe 
advertising in the papers has shown a 
rather decided increase with the ad- 
vent of Summer. Apparently a con- 
siderable proportion of this increase 
may be attributed to the promotion of 
these casual types of shoes. Thus it 
would appear that these new develop- 
ments in the men’s shoe field repre- 
sent “extra pairs” and as such that 
they are supplying a considerable ac- 
celeration to the men’s shoe business. 
Prominent among the men’s shoes 
that are being advertised and promoted 
for Summer sports wear is the so- 
called Tyrolean oxford, with square 
toe, which was launched in this coun- 
try more than a year ago by a promi- 
nent manufacturer in the higher price 
group, but which appears this season 
in many lines. Desmond’s of Los 
Angeles recently advertised one of 
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Casual Shoes Lead 


Summer Promotions 


Stores Feature Tyrolean Types, Slack Patterns 
Ventilated Styles and Sport Oxfords in Ad- 
vertising Designed to Stimulate Their Sales of 


Men’s Shoes During the Hot Summer Season 









SLIP -SLAK 


= & 

Slip on @ pair of SLIP-SLAKS and enjoy the 
summer in comfortable footwear. You'll 
find them ideal slock-mates for leisure ond 
octive ‘weer, Unique in construction 
with soft counter heel to keep them from 
sagging. Featured in a new “krinkle calf.” 
Styled by Crosby Square ond exclusive with 
Sokowitz. ; 













© Ten and White 


*5.50 


© Luggage 






One of the..casual.shoes-jor men 

so widely in vogue this season, as 

advertised by Sakowitz Bros., of 
Houston. 


these shoes which they described as 
“Typically Tyrolean . . . a distinctly 
different Desmond Summer Sports 
Shoe. It’s also casually Californian,” 
said the copy, “the kind of a smart, 
easy-going, comfortable sports shoe we 
Californians wear under the sun with 
all kinds of sportswear, all Summer 
long! If you like a shoe that’s NEWS, 
that’s different, that’s out of the ordi- 
nary, you'll think our Scow is a wow!” 


Shoes of the “Slack” variety, to be 
worn with the easy, informal styles of 
Summer clothes now so generally in 
vogue, are also much in evidence in 
current men’s shoe advertising. “Slip 
on a pair of Slip-Slaks,” is the advice 
of Sakowitz Bros., of Houston, Tex.. 
“and enjoy the Summer in comfort- 
able footwear. You'll find them ideal 
slack-mates for leisure and active 
sportswear. Unique in construction 
with soft counter heel to keep them 
from sagging. Featured in a new 
‘Krinkle Calf.’ Styled by Crosby 
Square and exclusive with Sakowitz.” 

Huaraches are coming in for a great 

[TURN TO PAGE 34, PLEASE] 





$10 '° (3,50 
BARCLAY SHOES, oll styles eee 7.50 
ALSO A°COMPLETE SELECTION—BOYS’ SHOES—THIRD FLOOR 


A smart line-up of Summer. sport 
patterns in an ad by ins, 
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IT is not enough that the sole of the 
shoe bends easily — there must be 
Feather Line* flexibility as well, if 


the foot muscles are to be properly 


accommodated. 


LITTLEWAY and UCO LOCKSTITCH 
shoes — regular insole or Sbicca- 
Del Mac construction — have a high 
degree of Feather Line flexibility 
which gives the wearer added com- 
fort when her feet are in action as 


well os in repose. 


This is one important reason why 
so mony successful manufacturers of 
trade-marked shoes and large mer- 
chandising groups who own or con- 


trol factories use these methods. 


\ \ 


* FEATHER LINE IN REPOSE * FEATHER LINE IN ACTION 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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SHOE STORE in Merehandise Mart 





Interior view of the new Lee-Snyder shoe store 


on the second floor shopping arcade of the 

Merchandise Mart, Chicago. Unique in interior 

arrangement is the center island counter used 

both for storage and display purp Photo 
by Bernice Stevens. 





@NE of Chicago’s most unique shoe stores, in that it 
serves principally the population and traffic of a single 
building, has recently been opened. It is the new Lee- 
Snyder store in the Merchandise Mart, and is located 
on the modern second floor shopping arcade where an 
estimated 62,000 people pass daily. 

Situated along an aisle of fine shops which include 
jewelry, dresses and accessories, Ralph Snyder and 
Robert M. Lee, veterans in the shoe business, are ful- 
filling a long-felt desire of the Merchandise Mart off- 
cials to have a representative of the shoe trade in their 
midst. Not only do the workers in this building make 
up the population of a young city in itself, but it is 
also the goal of buyers and business men and women 
from all parts of the world and many foreign countries. 

The store space is comparatively small, but Mr. 
Snyder and Mr. Lee have made efficient and attractive 
use of it with their well-designed layout. They have 
two small display windows facing the arcade. One is 
devoted to showing women’s shoes and the other to 
men’s shoes. 

One novel feature of the interior arrangement is the 
use of a center island counter in a long oval shape. 
The lower portion of this is used for storage space for 





| 5 ee Establishment Opened on Second Floor 
Shopping Arcade of Chicago’s Great Whole- 
sale Center, Where 62,000 People Pass Daily 


men’s shoes since there is no other shelving in the 
store proper. The top, front and rear ends of this are 
used for display purposes. The rest of the shoes are 
stored in the rear show room, eliminating the need for 
visible shelving. 

To the rear of the store are two circular shadow 

display boxes. To the right of the front entrance is a 
hosiery counter, the lower part of which is also used 
for displays which are viewed through oval glass win- 
dows. Two full-length mirrors, one on either side of 
the store, add to the decorative effect. The color scheme 
is yellow and rust. Particularly striking is the linoleum 
floor laid out in squared pattern effect. 
_ Serving a business man and business woman trade, 
no children’s shoes are carried. For men, they stock 
Nunn-Bush, Jarman, Holland, and Edgerton shees. 
They are having all of their women’s shoes made to 
order. On the opening day they held several drawings 
for free pairs of shoes, and since people working in the 
building were winners and their names were posted on 
the windows, this has already helped create consider- 
able interest in the shop. 

Mr. Snyder was formerly with Edison Brothers and 
Mr. Lee has been in the shoe business for many years. 
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UAC SOFT BOX TOE 
MATERIAL 


gives extra pliability to the 
toe of the shoe. When more 
than ordinary toe flexibility is 
desired it is readily accom- 
plished by using this box toe. 
e The same material is exten- 
sively used in the heel portion 
of several types of shoes when 
special counter flexibility 


is wanted. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 











Again the story of the small boy 
runs true to form. For everyday wear 
he will continue with his sturdy brown 
elk oxford, sometimes with sharp tip 
and sometimes with mocassin toe, with 
leather or heavy crepe rubber sole, as 
illustrated here. He may have a calf- 
skin oxford in brown or black for 
dress-up occasions. And, for dancing 
school, he can wear a patent leather 
oxford. As soon as he is big enough, 
he goes into big boys’ shoes and then 
the style story is more varied. 


Brogues for Big Boys 


Although still fairly early in the 
Fall buying season for any definite 
trend to have been established in the 
big boys’ field, early orders indicate 
a strong demand for the heavier and 
broguey type of footwear. Norwegian 
ealf, elk and the grained leathers are 
expected to be the leaders in the boys’ 
Fall shoe buying. Smooth calf, for 
many years the staple leather in the 
boys’ field, used in the well-known 
straight tip oxford, has shown a steady 
decline and this type of boys’ shoe has 
given way to the sportier types such as 
the wing tip, mocassin and plain toe 
styles. Pig, which has been used so 
extensively in the men’s field this past 
Spring and again for Fall, is also be- 
ing tried in boys’ shoes but little re- 
action has been shown on this leather 
as yet. Reversed calf, which earlier in 
the year was predicted as being good 
for Fall, is far in the background and 
it is not expected that this leather will 
be very active in the boys’ field for the 
coming season. 

For the dressy types, the wing tip 
brogue with a broader toe than is the 
case in men’s shoes, is the leading shoe 
for boys. This shoe, with either the 
leather or crepe rubber sole, has been 
the leader so far in early Fall buying 
and there is every indication that this 
style will be outstanding for boys this 
coming season. The crepe rubber sole 
seems due for increased popularity this 
Fall and it is expected that it will en- 
joy its best year since the start of its 
comeback three years ago. 


More Wing Tips for Fall 


Straight tips, for many years the 
staple boys’ shoe in smooth calf, is far 
back in the Fall picture. This style, 
made up in the heavier and grained 
leathers, has given way to the wing tip 
styles although it is being shown in 
several attractive Fall patterns. 

The demand for the shark tip ox- 
ford continues fairly steady although 
buying on this style is more for the 
smaller boys. 

In the sporty, semi-dress types, the 
plain toe shoe has shown very little 
action to date although it was exvected 
that it would be a povular style for 
Fall. The popularity of the saddle ox- 
ford this Spring is expected to carry 


over into Fall.in the two-tone tan com- 





Fall Shoes for the Young Folks 


[CONTINUED FROM PAGE 17] 


bination but not to the extent of the 
white and combinations for Spring and 
Summer. Boys, especially those of high 
school age, generally take after their 
college brothers in continuing to wear 
their Summer saddle oxfords through 
the Fall and even into the Winter. 
The popularity of the moccasin 
blucher oxford as a general all-around 
shoe for boys continues unquestioned 
and early orders show a strong de- 
mand for this type of shoe: As it is 
the official Boy Scout shoe, this is per- 
haps the contributing factor to its de- 
mand but then the health features of 
this type of shoe are well known as 
being excellent for the growing foot, 
and parents, as well as the youngsters, 
maintain its demand. This health fea- 
ture continues to play an important 
part in boys’ shoe selection and boys’ 
lines featuring the corrective or health 
features will continue in demand. 


Patterned after Men’s Styles 


Boys’ lines, closely styled after the 
men’s, contain several variations of 
the new developments in the latter 
field. The mudguard trend, the Nor- 
wegian or Algonquin pattern and other 
novelties in the men’s field are also 
seen in the boys’ Fall shoe line-up. 
Although little buying has been done 
on these novelty patterns at this early 
date, with the increasing style interest 
on the part of the younger male gene- 
ration there is little doubt that they 
will meet with much favor. 
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From an early age the little girl’s 
shoes tell a style story. The oxford 
and strap themes begin in very small 
sizes and continue, with constant addi- 
tions, up to the misses’ and growing 
girls’ sizes where, of course, the real 
style interest is strongest. In fact, in 
gowing girls’ patterns all the leading 
treatments for college girls’ and 
women’s low-heeled shoes are found. 

Materials for little girls are still 
chiefly elk; for the everyday hard 
wearing shoe, calf; sometimes com- 
bined with suede, and patent and some 
kid for dress. Some novelty finishes 
are creeping in, however, even in this 
size run. Crushed calf and pig and 
alligator calf all are shown for little 
girls as well as for their older sisters. 
This is also true of patterns. Oxfords 
with various treatments and monk pat- 
terns are popular choices for this Fall. 
The saddle oxford, which has had such 
a phenomenal season this Spring and 
Summer, is now being bought by some 
stores for even the little seven-year- 
olds. 

In trimming treatments the popular 
mudguard has been carried down into 
children’s shoes. Other detailing used 
in women’s shoes has also been effec- 
tively adapted to this size run, such as 
perforations, pinking and contrasting 
stitching. One little dressy blue kid- 
skin T-strap is especially smart with 
stitching in three tones of blue. It is 
illustrated here for a very little child 
but it is also being made for little 
girls, misses and growing girls. The 
leading color for the little girl is, of 
course, brown in various shades from 
dark to tan to an occasional rust. 

(TURN TO PAGE 44, PLEASE] 





Left to right: Smart oxford for growing girls in reverse leather with smooth trim and 

mudguard effect in perforations and stitching. Growing girl’s monk pattern in reverse 

leather, with smooth leather in strap around collar. The same pattern in smooth calf 

with alligator trim for younger girl. All three from Green Shoe Co. New Fall patterns 

in boot and oxford for small boy or girl as shown here in two tones of elk, in patent 
and mat kid, or in patent and suede. F. S. Elam. 
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MERCHANTS 
AND 
MANUFACTURERS 
Place Orders Now! 


This National Men’s Shoe 
Week gummed posterette is 
the official insignia for this 
1938 promotion. 


SIZE: 
24%,’ x 3’ 
Attractively printed in two 
colors, blue and orange, on 


heavy coated gummed 
paper. 


Announcing The Official 
National Men’s Shoe Week Posterette 


ora ww uae ww we Selmer CUC”® 


HeEre’s your chance to insure your participation in National Men’s Shoe 
Week promotion now. These attractive stickers are suitable for use on 
bills, statements and letterheads, or may be used as package seals. They 
announce to America that September 10th to 17th is National Men’s Shoe 
Week. Your prompt order will be appreciated since the initial print order 
is limited. They will be ready for delivery August Ist. 





PRICES: National Men’s Shoe Week Promotion 
Boot and Shoe Recorder 


239 West 39th Street, New York 
500 .... $8.50 
Please Send (for delivery August 1st) 


1000 .... 11.00 National Men’s Shoe Week Gummed Posterettes. 
««++Check (or Money Order) enclosed, or 


Each additional 1000 ece $8.00 Mail C. O. D. plus postage. 


BOOT and SHOE 
RECORDER Piease Make Checks Pryable te Bost and thee Reverde 











The Great National Shoe Weekly and Sponsor of National Men’s Shoe Week. 

















[34] 


Casual Shoes Lead Summer Promotions 


[CONTINUED FROM PAGE 28] 


deal of publicity, along with a variety 
of informal types of Summer shoes. 
Closely related to these several develop- 
ments, at least two of which found their 
inspiration in foreign originations, are 
the distinctively American designs in 
sport shoes and ventilated oxfords. 
Sport shoes, such as the wing tip and 
saddle oxfords, and ventilated types are 
undoubtedly the most widely advertised 
styles in men’s shoes at the present 
time and are being promoted both from 
the standpoint of style and warm 
weather comfort. 

“My feet are cool ... are yours?” 
asks the big polar bear pictured in a 
recent ad by Jesberg’s Walk-Over in 
Los Angeles. Three Summer men’s 
shoes, a ventilated type, a saddle ox- 
ford and wing tip in all white were also 
shown. “Hot?” asks the ad. “Sticky? 
Feet burning up? Lace on a pair of our 
lightweights. Not an ounce of surplus 
poundage. Let the sidewalks get hot 

. you’re cool. Shown are only three 
from our large group of Summer sport 
types.” 

“Seattle Men Demand White,” de- 
clared an early June ad by the Flor- 
sheim Shops of that city, picturing a 
white buck wing tip oxford as “The 
Florsheim Shoe of the Month.” “Dur- 
ing May there was an unprecedented 
demand for white shoes. More men will 
wear them this Summer than ever be- 
fore, and they are looking to comfort 
as well as cool smartness. Outstanding 
in preference is a genuine white buck 
brogue, plug pattern with soft rubber 
sole and heel of lipstick red. A real 
‘winner’ for appearance, wear and 
Summer foot-joy.” 

“Solid Comfort plus Good Looks 
equals the ideal ventilated shoe for 
warm days,” says the Guarantee of 
San Antonio in an ad featuring three 
styles of men’s ventilated oxfords 
priced from $5.00 to $6.50. “Cool as a 
cucumber with the added superior fea- 
tures of style, fit and enduring wear— 
fine leathers and expert workman- 
ship in the all-over punchings—a suc- 
cess shoe for giving you new pep and 
new confidence and the distinction of 
being well shod at all times.” The 
three styles illustrated in the ad are 
offered in white elk, white Nubuck, 
black, brown or tan calf. 

“Many men expressed a desire for 
good shoes around $3.95,” said Block’s 
of Indianapolis in an advertisement 
featuring their Wilshire line of. men’s 
sport and dress shoes at $3.95. “Here 
they are—far better than we had an- 
ticipated. These leathers have stamina 
and character. The makers for years 
have prided themselves on the high 
quality of their cobbler work. Truly, 
the greatest values ever at $3.95.” 

Meanwhile, The Man’s Store of L. 
Strauss & Co., also in Indianapolis, 
emphasizes the importance of casual 
shoes for Summer, introducing “The 
Wedge, a saddle oxford with a crepe 





sole that supports you in great style” 
at $5.85. “It puts comfort under your 
stride,” says the ad. “It puts smart- 
ness into your step. It’s an elk finish 
leather, white and brown. The price 
is $5.85.” 

Advertising Osteo-Path-Ik shoes for 
better Summer style and comfort, 
Maurice L. Rothschild, of Chicago, as- 
serts that “a champion high-diver 
couldn’t be any more supple or have 
any more style than these Osteo-Path- 
Iks. “They bend, twist and move eas- 
ily with every action of your feet—yet 
give your feet the gentle support they 
need, There’s style in every line and 
comfort in every inch of them. Choose 
from 75 ‘sport styles—most styles, 
sizes 5 to 18, and every one a value 
at $8.50.” 

Over in Toronto, where styles tend 
to the genteel and semi-conservative, 
even in Summer, Owen & Elmes, Lim- 
ited, advertise a wing tip, medium toe 
oxford generously perforated at $6.75, 
describing it as “a streamlined sport 
shoe for smart Summer wear at the 
club and about town. All-white bucko. 
Correct style . . . faultless workman- 
ship.” 

In women’s shoes also, casual and 
informal sports types are receiving 
great emphasis at the moment. “The 
Wedge has entered,” proclaims Volk 
of Dallas, quoting Vogue as high fash- 
ion authority for its statement. “And 
here,” says the ad, “are four good 
reasons why,” referring to the four 
wedge type shoes illustrated. “First 
liked because they were new and 
amusing, wedge heels are now pets of 
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fashion because smart young things 
have discovered how comfortable they 
are. So we bring Summer smartness 
to heel in the grandest young 
‘Wedges’ you'll see at $3.95 to $7.50.” 

In another advertisement the same 
store features three much perforated 
Summer shoes, one with Zipper, a 
second with buckle strap and the third 
an open heel model with upper laced 
to sole with a leather thong. The 
store advises its younger customers to 
“Wear These for Fun,” and goes on 
to explain that they were “designed 
for easy living . . . Sunday night bar- 
becues; on-looking at the club; basking 
in shade or sun .. . these three play- 
timers do town service, too. Summer- 
ing at home, you’ll love them... and 
if you’re taking off for some fash- 
ionable resort, they’re ‘musts’ of 
course.” 

And thus it appears that casual foot- 
wear promotion is very much in the 
forefront right now, with indications 
that it will continue to be, during the 
Summer season at least. 





Opens in New Quarters 


SHEBOYGAN, WIs.—Walter LEichen- 
berger recently staged the formal open- 
ing of his shoe store in new quarters at 
812 North Eighth Street. Modern fix- 
tures include chromium chairs with 
leather backs and seats. A conformal 
department has been added, while the 
children’s department near the rear of 
the store has been appropriately deco- 
rated. Beyond the children’s depart- 
ment is a modernly equipped shoe re- 
pair department and stock room. Mr. 
Eichenberger has been in the retail 
shoe business in Sheboygan for the past 
five years. 





Shoe Men Win at Bowling 
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St. Paul, Minn.—The — Bridge shoe 
city, captured the p viapers 
winning 


large department Fagnoipeliier of this 
t past season. 
to Harry Redman, Walter 





Williams, Sumner — 
Soummne, dake Medoenh, Al Olson and Joe Wahman, captain 


the Emporium, 
ship of the store’s 
shown above, includes, left 
sponsor; Charles 


bowling team 


team, 
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os BREWS 


THIS WEEK IN THE SHOE TRADE 


Satarday, daly 2, 193% 


National News 





Hot Weather Speeds New York Shoe Sales 





Brisk Demand for Whites and Summer Shoes of Every 
Description——Conservatism Rules Buyers’ Selections 
for Fall Season 


New YorKk—Sales of shoes in the 
metropolitan area showed an encourag- 
_ ing increase during the past week and 
a half, under the stimulus of warm 
Summer weather. It is felt generally 
that the remainder of the season will 
be better from a retail angle than was 
its inauspicious beginning. 

Hanan & Son are running their semi- 
annual sale at the present time with 
good results. This sale, which was 
scheduled for a little later in the sea- 
son, was pushed up in order to stimu- 
late the buying which was delayed by 
bad weather. The Walk-Over Store on 
Fifth Avenue is planning to run a 
sale next week to clear out odds and 
ends left from Spring. 

There is a very noticeable degree of 
caution and conservatism in Fall buy- 
ing, both on the part of department 
stores and specialty shoe shops. High 
style shoes will be stocked, of course, 
but not in freak patterns, and with an 
eye to avoiding heavy mark-downs. Re- 
tailers have learned the lesson. of the 
past few seasons, and are not allowing 
themselves to be influenced unduly by 
the adjectives “new” and “different.” 
Undoubtedly, new and different types 
of shoes and treatments will be includ- 
ed in their lines as eye-catchers and 
interest-stimulators, but not to a very 
great extent. 

White shoes have been selling well, 
now that the season has begun, al- 
though, N. C. Levine, buyer of the 
moderate-priced shoe department at 
Arnold Constable, is of the opinion that 
the buying of white shoes is not yet 
really under way. He is looking for 
an increased demand for whites within 
the next few weeks. This department, 
which Mr. Levine took over in Febru- 
ary, showed a 50 per cent increase in 
business for March and April over that 
done in the corresponding period last 
year. Both all-white shoes and white- 
and-color combinations have been in 
demand. 

There were some contradictory re- 
ports on the question of all-whites ver- 
sus combinations. Slater’s felt more 





DATES TO REMEMBER 


Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Convention, 
William Penn Hotel, Pittsburgh, Pa. 

July 10, 11, 12, 1938 


Charlotte Shoe Fair, Hotel Charlotte. 
Charlotte, N. C.....July 10, 11, 12, 1938 


Boot and Shoe Travelers Association 
of New York, Annual Summer Out- 
ing, Karatsony’s, Glenwood Landing, 
BAe Beh dccckenwadaweeeacwe ae July 14, 1938 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill.. .July 25, 26, 1938 


Buffalo Shoe Travelers Association, 
Shoe Show, Hotel Statler, Buffalo, 
N.Y July 31, August 1, 1938 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 

September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association, 

ual Convention, Hotel 

Netherland-Plaza, Cincinnati, Ohio 
September 19, 20, 21, 1938 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 3, 4,5, 6, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 

January 15, 16, 17, 18, 1939 





of a demand for combinations, which 
they have in a variety of colors, than 
they did for all-white shoes. From their 
experience the past week or so, a touch 
of color livens up a white shoe and 
gives it customer interest. On the other 
hand, Arnold Constable reported that 
all-white, being more of .a staple, is a 
better seller than white in combination. 
This view was supported by Mc- 
Creery’s. Hanan reported that while 
[TURN TO PAGE 40, PLEASE] 


N. Y. Travelers’ Outing 
Scheduled for July 14 


New YorK—The Boot and Shoe 
Travelers’ Association of New York 
will hold their annual Summer outing 
and golf tournament on Thursday, July 
14, at Karatsony’s hotel, Glenwood 
Landing, L. I. Tickets to the outing 
are $6.00, which will include transpor- 
tation, luncheon and dinner. Golf fees 
will be extra and the tournament will 
be held at the Engineer’s Club which 
is adjacent to the hotel. 

Busses will leave the Marbridge 
Building, 34th Street and Broadway, 
at 9.45 A. M. and will arrive at the 
outing spot about 11.30. At 12 noon, 
luncheon will be served, following which 
the golfers will leave for the club. For 
those who do not play golf there will 
be baseball, horseshoe pitching and 
Bingo on the recreation field at the 
hotel. For those who care to swim, the 
hotel is located on Hempstead Harbor 
and there is a beach directly across 
from the hotel. 

At 7.00 P. M. a shore dinner will be 
served during which prizes for the golf 
winners will be distributed. Those who 
have attended past affairs of the asso- 
ciation know of the fun and enjoyment 
to be had at these outings, especially 
at the concluding dinner at which the 
whole crowd gathers for fun and frolic. 

All shoe men in the metropolitan 
area as well as those who are in the 
city at that time are invited to attend 
this outing and join in the fun for the 
day. 

The committee in charge of the out- 
ing are Thomas England, George 
Daven, Harold Callahan, Larrie Sass, 
Stanley Napier, Mort Seaman, Edward 
Brown, Jim Baker and Charles Hav- 
ranck. 


Morden Named Brill 
Shoe Manager 


MILWAUKEE, WIs.—Ray Morden has 
been named buyer and manager of the 
shoe departments in Brill’s, Inc., Wis- 
consin Avenue and Third Street stores. 
Mr. Morden has been associated with 
shoe stores on Wisconsin Avenue here 
for the past 16 years. He has been 
active in the affairs of the Wisconsin 
Shoe Retailers’ Association and is a 
director of the association. 
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To Minimize Requests for Statistics 


Complaints of Business Groups Concerning Flood of Ques- 
tionnaires from Government Agencies Prompts 


Action by the President 


WASHINGTON—Five years after its 
creation as an agency to improve the 
Government’s statistical services and 
eliminate unnecessary duplication, the 
Central Statistical Board has been 
asked by President Roosevelt to report 
on the increasing number of reports 
required of business and industry by 
various Government departments. 

Expressing concern over the in- 
crease, Mr. Roosevelt wrote to Stuart 
A. Rice, Board chairman, seeking to 
learn the extent of duplication, the 
authority under which various depart- 
ments are collecting figures, and meth- 
ods of improving the service consistent 
with efficiency and economy both to 
the Government and to industry. 

The President told a press confer- 
ence that there was no particular rea- 
son at this time for requesting the 
survey; that it was just something that 
had to be done. It was recalled, how- 
ever, that complaints from various 
business groups have reached Wash- 
ington recently because of the growing 
number of bureaus and Government 
departments flooding the business 
world with questionnaires, many of 
them duplications. A current report 
from the Department of Commerce 
Advisory Council was believed to have 
prompted the Presidential action. 

Secretary of Commerce Roper, who 
has previously urged simplification and 
co-ordination of the work of the Cen- 
tral Statistical Board, expressed grati- 
fication that the President has asked 
a move be made in this direction. Gov- 
ernment demands on business for sta- 
tistical information have become enor- 
mous, so much so that statistics gath- 
ering alone takes on the aspect of a 
large Government industry. It is re- 
quiring heavy drains on the time and 
personnel of business, with resulting 
neglect of its own interests and high 
costs. Much of the information is 
duplicated. Different bureaus hustle 
out nilly willy inquiries of a similar 
nature, each without knowing another 
Government unit in the vast Washing- 
ton bureaucracy is calling for the 
same data. Even Government author- 
ities close to these activities do not 
realize the extent of demands being 
made on business. to supply the Gov- 
ernment with statistics of all kinds. 
That this is true is evidenced by a 
remark by Mr. Roper. 

“I was distressed when one business 
man said he had to use 300 men to 
answer Government inquiries!” Secre- 
tary Roper told a press conference. 

The case no doubt is extreme. 
Nevertheless it reflects the trend of 
the Government in its chase for busi- 
ness statistics, large portions of which 
have no particular value and often 
are unused. Which gives point to 


Roper’s observation that someone—he 
meant the Statistical Board—must de- 
termine what kind of statistics is 
wanted “and where and when.” Mr. 
Roper, who has had long experience 
with statistics as a legislative clerk, 
a Bureau of Census and an Internal 
Revenue. official, also favors simple 
and brief inquiries. He has found they 
bring the greatest voluntary returns. 
Proving his case, Roper said that he 
found from World War studies that 
the Government received returns of 
3831/3 per’ cent from voluntary in- 
quiries while today the score has 
dropped to 12% per cent. The sharp 
decline was attributed to the great va- 
riety of inquiries the Government now 
is calling upon business to answer. 
Although the President was not 
critical of the Statistical Board’s ac- 
tivities, reference to the scope of its 
duties, together with the White House 
letter, would indicate the Board had 
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failed completely in its designated 
functions. 

An official publication names these 
activities : 

“The Board reviews plans for sta- 
tistical inquiries, including question- 
naires, instructions, tabulations, and 
statistical releases proposed by Fed- 
eral agencies. Through such review 
the Board serves as a clearing house 
through which the statistical activi- 
ties of one agency can be brought to 
the attention of other interested agen- 
cies. It seeks thereby to improve the 
quality of statistical information; to 
further economy in the statistical ser- 
vices, and to protect the public from 
unnecessary and unduly burdensome 
inquiries. . . .” 





Plans New Store 


LANCASTER, Ohio — Roy Blazer will 
open a new shoe store on or about 
August 1 in this city. 

Mr. Blazer is a well-known shoemen 
in Lancaster, having managed the J. E. 
McHenry Store for a number of years 
until it was closed. Then Mr. Blazer 
formed a partnership and opened a 
store known as Blazer & Kreidler. This 
partnership was recently dissolved. 





Commemorates Founding of New Rochelle 





NEW ROCHELLE, N. Y.—In connec- 
tion with the 250th anniversary of the 
founding of New Rochelle, the Palace 
Shoe Store celebrated the event with 
windows designed by Frank Stein, dis- 
play specialist. The main attraction 
was a collection of world-wide foot- 
wear, loaned by the United Shoe Ma- 
chinery Corp. This display attracted 
a attention on the part of passers- 

y. 

In their men’s window, the company 
featured the Wright Arch Preserver 
mechanical shoemaker, along with 12 
other styles of old types of shoes dat- 
ing back to 1812. The crowds attracted 


by these features were unprecedented 
in the history of the store. 

The Palace Shoe Store was founded 
in 1900 by William Kahn. It has been 
enlarged several times since its found- 
ing to take care of increasing business. 
The new store, completed in 1932, is of 
blue pearl granite. The store front and 
entrance are of bronze, with two hang- 
ing bronze lanterns lighted with neon 
tubes. The interior is finished in lace 
wood and oriental walnut in matched 
panels. 

Management of the Palace Shoe 
Store is in the hands of Melville Kahn, 
son of the founder. 
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To Study Effects of Price Maintenance 





Influence of Robinson-Patman Act and Tydings-Miller Law to 
Be Considered by Joint Committee Investigating Monopoly 


WASHINGTON—President Roosevelt’s 
joint legislative-executive anti-monop- 
oly committee expects to give serious 
consideration to the effects on retail 
distribution of both the Robinson-Pat- 
man anti-price discrimination law and 
the Tydings-Miller resale price main- 
tenance act. 

Chairman O’Mahoney, Democrat, of 
Wyoming, sponsor of the Senate resolu- 
tion creating the “National Economic 
Committee” and co-author of the con- 
troversial Federal licensing bill, told 
the Boor & SHOE RECORDER that activi- 
ties of both large and small groups of 
business units are all tied into the gen- 
eral problem even though the two have 
to be viewed from different angles. At 
the same time there were indications 
that Senator King, Democrat, of Utah, 
who successfully blocked passage this 
session of a fair trade law for the Dis- 
trict of Columbia and who vigorously 
opposed passage of the Tydings bill 
before it became law last summer, may 
utilize his membership on the commit- 
tee to push for repeal of the law. 

The Senator introduced a bill to carry 
out that purpose last session although 
he conceded there was little likelihood 
of its being made a law. Since being 
named a member of the anti-monopoly 


committee, his view is that close scru- 
tiny of the Tydings law by the com- 
mittee is not only justified but clearly 
within the purview of the committee’s 
work. 

The scope of the joint legislative- 
executive committee, as outlined in the 
approved resolution, includes a study 
and investigation on “monopoly and the 
concentration of economic power in and 
financial control over production and 
distribution of goods and services.” The 
Serator has frequently assailed the 
Tydings law as monopolistic, insisting 
that in effect it permits manufacturers 
to fix prices despite the act’s ban on 
horizontal agreements. The Federal 
Trade Commission’s attitude on the 
price maintenance law is well known 
and the FTC could be expected to align 
its support with the Senator’s. The 
Commission’s representative on the 
committee is Commissioner Garland 
Ferguson. 

While the FTC and other agencies 
represented on the committee were lay- 
ing plans to bring subjects in which 
they were particularly interested before 
the full membership the Department of 
Commerce was preparing to bring to 
the committee complaints received dur- 
ing the February conference of small 
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business men. One of the primary com- 
plaints voiced at the conference was 
against chains and absentee ownership 
and many spokesmen supported the Pat- 
man chain store tax measure and an- 
other Patman bill pending at that time 
aimed at eliminating factory-owned re- 
tail stores. Under such circumstances 
there appeared to be the chances for 
disagreement within the committee it- 
self as to what course would be taken 
in respect to such laws as the Robin- 
son-Patman and Tydings-Miller. 

There were signs, too, that other 
issues such as the Borah-O’Mahoney 
Federal licensing proposed would be the 
basis for strong dissension within the 
committee. While both O’Mahoney and 
Borah have insisted that they have no 
intention of turning the committee’s 
work into a build-up for their licensing 
bill, there are other members who op- 
pose the measure and have expressed 
the view that endosement of the licens- 
ing bill or a similar measure is in- 
evitable. Senator King vigorously op- 
posed the bill in the Senate and is 
expected to continue his opposition 
while serving on the committee. 

The members of the committee are: 
Richard C. Patterson, assistant Secre- 
tary of Commerce; William O. Douglas, 
chairman of the SEC; and Jerome N. 
Frank, alternate; Herman Oliphant, 
general counsel of the Treasury and 
credited with authorship of the undis- 
tributed profits tax law, Rear Admiral 
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Central Shoe Holds Regional 


Fall Sales Meeting 


New YorkK—The Central Shoe Com- 
pany, St. Louis, Mo., a branch of the 
Brown Shoe Co., held their annual re- 
gional Fall sales meeting at their New 
York offices, 200 Church Street, on Mon- 
day and Tuesday, June 20 and 21. 
Walter A. Menke, sales manager, was 
in charge of the meeting. 

Walter Tarlton, vice-president of the 
Brown Shoe Co., addressed the meeting 
and predicted a good Fall business. He 
expressed the opinion that prices would 
rot go any lower and that the Brown 
Shoe Co. would stock their Fall lines 
based on this opinion. 

W. G. Duffy, women’s shoe stylist, 
expressed the opinion that black suede 
would be the best selling material in 
the women’s Fall lines and that it would 
sell early. He stated that several new 
low and medium heel lasts have been 
added to the line. 

Louis Lyda, men’s stylist, said that 
the new ski-toe last would be very pop- 
ular with young men for Fall and that 
they would demand the heavier leather 
such as grains and oil-treated water- 
proof leathers. He added that crepe 
rubber soles would sell in larger volume 
this Fall than they have in the past 
few years. 

In attendance for the meeting were: 
0. E. Hoskinson, district sales manager 
of the Central Shoe Co.; Sam Burg, 


representative of the Brooklyn and 
Long Island territory; Elbert Bel- 
humeur, New England; A. M. Eckley, 
New York State; Julius Simon, New 
York City; Steve Berges, New Jersey, 
and J. D. Parker, Baltimore and Wash- 
ington. 

The meeting ended on Tuesday and 
the men left for their territories im- 
mediately following its closing with 
their new Fall samples. 


Richland Announces 
Contest Winners 


NASHVILLE, TENN.—Fortune has 
come to Pete Hoffman, of St. Louis, in 
the form of a 1938 Buick Sedan, and 
to Dr. St. Clair A. Switzer, of Oxford, 
Ohio, in the form of a round-trip to 
Bermuda, according to announcement 
naming these two contestants winners 
of first and second prizes respectively 
in the recent “Famous Fortunes” radio 
contest sponsored by the Richland Shoe 
Company, Division of the General Shoe 
Corporation, Nashville, Tennessee. 

The contest, sponsored by the Rich- 
land Shoe Company, manufacturers of 
Fortune shoes for men, was a special 
feature of a national radio program 
from February 8 through May 8 pre- 
senting weekly dramatizations of the 
lives of the great American fortune 
makers. ‘Contestants were required to 
secure official entry blanks from their 
nearest Fortune shoe dealers and de- 


scribe, in fifty words or less, the person 
living or dead, whom they considered 
the world’s most fortunate individual. 
Complete promotional materials were 
furnished dealers for tying-in with the 
program and contest. 

Winners of third prizes, 10 “Six-Pair 
Wardrobes of Fortune Shoes,” were as 
follows: M. C. Fleming, Brooklyn, 
N. Y.; Tommy Keys, Roan Mountain, 
Tenn.; Harold R. Victor, Indianapolis, 
Ind.; W. Sheldon Davis, Pueblo, Col.; 
Ben O. Green, Tuscaloosa, Ala.; N. A. 
Lichtor, Kansas City, Mo.; Frank E. 


’ Sailer, Pittsburgh, Pa.; Frederick C. 


Robb, Cincinnati, Ohio; William 
Cooper, Atlantic City, N. J., and Bent- 
ley Thomas, Hot Springs, Ark. 


Colonial Tanning Holds 
Annual Outing 


Boston, Mass.— The Colonial Tan- 
ning Company held its eleventh annual 
outing on June 17. The principal fea- 
ture of the day was the customary ball 
game in the morning between the ship- 
pers and the office force which was a 
terrific battle, and was won by the ship- 
pers in spite of a ninth inning fire-run 
rally by the office. The ball game was 
followed by a very fine dinner at the 
Toll House after which the party pro- 
ceeded to Oldham Pond in Pembroke 
where boating, swimming and games 
were enjoyed. 
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Shoe Firm to Continue 


Operations 


Worcester, Mass.—The J. Nelson 
Manning Co., shoe manufacturers which 
suspended operations several weeks ago 
following a voluntary petition in bank- 
ruptcy, was purchased June 15 for 
$15,750 by Abraham Starensier of 
Haverhill, for Factors, Inc., local 
finance company. 

It is said that the new owners will 
continue operation of the plant. The 
plant usually employs between 200 and 
250 persons. 


On Charlotte Shoe Fair 


Committee 


CHARLOTTE, N. C. 
manager of Baker’s Shoe Store, here, 
is chairman of the dance committee for 
the coming Charlotte Shoe Fair to be 
held in this city on July 10, 11 and 12, 



















CECIL SMITH 


at the Hotel Charlotte. The dance will 
take place on July 12, the concluding 
day of the show, in the Grand Ball- 
room of the hotel. 

Robert Levine, president of the 
Charlotte Shoe Fair, states that the 
plans for the show are progressing 
nicely and a large number of exhibitors 
have signed up for this three-day event. 
Response to publicity sent out to shoe 
retailers indicates that shoe men from 
all over the South plan to be in at- 
tendance. 


Meehan. Store Celebrates 


Golden Anniversary 


York, Neb.—The Meehan Shoe Co., 
here, recently celebrated its 50th busi- 
ness anniversary. 

Dennis Meehan, Sr., after serving an 
apprenticeship in the shoe trade at the 
Peter Mayer Shoe factory in Illinois 
and three years as a custom shoe- 
maker, moved to York where he opened 
a store in a new building on the south 
side of the square. He remained in 
that location for five years and then 
moved his business to the corner of 
Lincoln Avenue and Sixth Street. After 
remaining in that location for 15 years, 
Mr. Meehan moved his store to its 
present location in a building on Lin- 
coln Avenue which he owns. 

In 1921, Mr. Meehan retired from 
active management of the store and 
turned over the business to his two 
sons, Peter and Dennis, Jr. 

Mr. Meehan early adopted the policy 
which he uses today—that of marking 
every piece of merchandise so that the 
customer could see and know the price. 





BOOT ann SHOE RECORDER, July 2, 1938 


— Cecil Smith, 













STOCK NO. 462 













TODAY'S 
BABIES ARE 
TOMORROW'S CUSTOMERS 


Many thousands of them, wear- 
ing Mrs. Day's Ideal baby 
shoes, are—as they grow u 
logical pr rospects for Flexible 
Hard les (2-8) by the 
same manufacturer. These 
babies represent a power- 
ful ready-made market 
to alert merchandisers 
of juvenile footwear, 
for which Mrs. Day's 
line of 
“open 
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This policy has worked out very well 
for the store and has been instrumental 
in building its list of steady and satis- 
fied customers. 










































Introduced Huaraches 


New: York — According to Fred 
Leighton of Fred Leighton’s Mexican 
Imports, N. Y., he was among the first 
to introduce Mexican Huaraches to the 
American public in wholesale quantity 
in the Spring of 1935. Prior to that, 
only a few were being retailed in this 
country. 

During the Spring of 1936, Huara- 
ches received considerable publicity here 
and were highly played up by stylists. 
The past Winter southern resort sea- 
son has firmly established them in the 
minds of the American consumer as an 
outstanding type of leisure sandal. To- 
day consumer demand in all parts of 
the country have influenced many deal- 
ers to handle Huaraches. These retail- 
ers are finding them profitable. 

In Mexico, those engaged in weaving 
Huaraches are usually all the members 
of a large peasant family headed by 
the master-weaver, who lays out the 
work and does the cutting, which re- 
quires the most craftsmanship. 

That Huaraches are being imitated, 
Mr. Leighton feels, will only increase 
the popularity of the original Mexican 
product, the hand-made character of 
which are inimitable. 
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Bowman Bros. Dixon Store Remodeled 


The newly modernized Bowman Bros. store at Dixon, Ill., presents 


this light and attractive appearance to its customers. 


Note the 


novel display niches at the rear of the store. 


Drxon, Ill.—Bowman Brothers, local 
shoe retailers, recently opened a com- 
pletely remodeled store at 121 West 
First Street. A new front of carrara 
glass and a chromium-lettered sign 
have been installed, as well as new 
interior fixtures including new light- 
ing fixtures, a new ceiling and a new 
floor. A special department has been 
set aside in the rear of the store as 
a foot comfort shop, under the direc- 
tion of Dr. Carl Bain, chiropodist, who 
has practiced in the Bowman store for 
over a year. 

In preparation for the reopening of 
the store, Bowman Bros. ran a double 
page ad in the local newspaper an- 
nouncing the opening, the lines of shoes 
carried and offering a free gift with 
every purchase of $4.95 or over on the 
three opening days. 

The first Bowman store was opened 
in 1900 in Monmouth, IIl., where the 
main office is located at the present 
time. Bowman Bros. operate a num- 


ber of stores in lllinois. Carl Matson, 
who is resident manager of the Dixon 
store, is also part owner. 

The store specializes in nationally 
advertised footwear, including well- 
known brands for men, women and 
children. 

The personnel of the new store in- 
cludes John Brent, Thomas Murphy, 
Orville Allen, Neil Brogan, Richard 
John, Joe Unger, and the merchandise 
manager for the Bowman Stores, E. G. 
Bowman, and Carl Matson. Mr. Mat- 
son, who came to this country from 
Sweden 10 years ago, is a top-notch 
salesman, besides being a very capable 
manager. 


Ralph Wolpe with 
Superior Shoe Co. 


Boston, Mass. — Ralph Wolpe has 
joined the sales staff of the Superior 
Shoe Company of this city and is rep- 
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resenting that concern in the metro- 
politan Chicago area with the firm’s 
two popular-priced lines of women’s 
novelty footwear. 

Mr. Wolpe is an experienced and 
well-known personality in the shoe 
trade and has many friends through- 
out his territory among the merchants 
whom he has served over a long period 
of years. 

The Monroe Shoe Company, jobbers, 
have acted as distributers for the 
Superior Shoe Company for the past 
year in the Chicago area but this ar- 
rangement is being discontinued. 


Believes in Opportunities 


for the Young Men 


BUFFALO, N. Y.— Michael Murphy, 
now in his late seventies, a smiling, 
tall, spare-built man, still thinks there 
is plenty of chance for the young man 
to get on top if he willing to work for 
it. For proof, all he has to do is to 
point to his shoe last block mill in Elli- 
cotville, the largest of its kind in the 
world, where blocks are turned out by 
the million to be shipped all over the 
United States. 

Mr. Murphy began in the same mill 
he now owns, as a mill hand. 

At the Ellicotville factory, largest 
of the group, there are always 2,000,000 
rough turned blocks on hand. They 
represent 4,000,000 feet of good maple 
wood. Each block requires two feet of 
lumber. All sizes are made, from the 
small 12 to the large 13. About 6,000,- 
000 feet of maple go through his saws 
and lathes every year. In busy seasons 
about 50 men are required. Maple is 
purchased standing in the wood and 
cut by his own woodsmen. The logs 
are skidded out with modern tractors, 
brought to the factory and sawn into 
rough boards. The job of rough turn- 
ing the blocks requires a special skill. 

At one time the blocks were also 
shipped to Europe ‘but the best market 
is now in the United States. There 
are two shoe last block mills in Ellicot- 
ville. M. Murphy & Son and Fitz- 
patrick & Weller. 
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Hot Weather Speeds New 
York Shoe Sales 
[CONTINUED FROM PAGE 35] 


all-white has a staple demand, combina- 
tions have been holding their own. 
Buckskin, kid and grain leathers have 
all been having their fair share of ac- 
tivity in white shoes, both in specta- 








tor types and in dress shoes. Open 
toes and open backs are still selling 
well, a factor which is to be expected. 

There has been some demand for 
natural linen. Two reasons are ad- 
vanced for this, one, the fact that 
natural or wheat linen was promoted 
by one group of stores and the demand 
thus created was reflected in the other 
stores in the city; and two, the popu- 
larity of natural hats. Women are in- 
sistent on matching accessories, and 
the natural shoe is an essential for 
wear with natural hats. As Tom Meath, 
of Hanan, explained it, “The woman 
of today no longer takes what-she can 
get. If she can’t find it in one store, 
she shops around until she does. And a 
customer with a natural linen shoe in 
mind will not be satisfied with white 
linen, or any other material that you 
may show her.” 

Suede is, of course, looked to as the 
big seller for early Fall, and this both 
in trimmed and untrimmed types. A. 
Pfium, of Walk-Over advanced the opin- 
ion that the trimrhed suede shoe would 
be better than the all-over suede shoe 
and would be stocked in greater volume, 
the reason for this being that trimming 
adds much to the dull mat surface of 
suede—particularly black suede—mak- 
ing it prettier and dressier. The trim- 
ming materials mentioned most were 
patent and calf. 

It is expected that kid will also be 
good, particularly in dressmaker types. 
Soft, supple calfskin and soft grains 
such as boarded calf and Llama calf 
are expected to sell, while there may be 
some activity on the heavier grains 
such as pig. This, however, is not ac- 
cepted without question, and opinions 
on the probable sales of pig varied. 
Grain and smooth leathers are expected 
to have precedence in shoes for country 
and street wear, when durability and 
comfort are more important than ap- 
pearance. Suedes, for the most part 
will be limited to high-style, dress 
shoes. 

Interest in reptiles, both as trimming 
details, and for all-over use was evi- 
denced. Both alligator-calf and genuine 
alligator are expected to have consid- 
erable importance. This leather, with 
its glazed surface, highlights and un- 
dertones, is expected to be best in col- 
ors—browns, wines, greens and a few 
blues. J. & J. Slater mentioned lizard 
as having importance in black. ‘Lizard 
is finer looking than alligator in black, 
he declared, and therefore should be 
better in dress shoes. Little or no in- 
terest was evidenced in gabardine for 
Fall. 





New Shoe Features 
Draw Interest 


BrocKTON, Mass.— Shoes involving 
new construction features attracted 
wide interest in the display of the 
W. L. Douglas Shoe Co., at the recent 
Boston Shoe Fair. Included were shoes 
made over the so-called “down-to-the- 
wood; up-to-the-arch” lasts with a new, 
insulating sole filler of glass fiber with 
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the consistency of cotton batting, made 
plastic by the addition of a liquid 
preparation. 

For the latter it is claimed that the 
shoes are completely insulated against 
heat and cold; that the filler will not 
bunch, crack nor squeak; that it is 
water-proof, light and flexible. 

The new last makes it possible to 
mould the innersole smoothly and snug- 
ly at the shank, insuring a closer fit 
and eliminating the air-pocket under 
the arch. The Douglas “Normal Tred,” 
“Peg Arch” and “Douglas Arch” lines 
all now have this construction. The 
new filler is exclusive with the Douglas 
shoes in popular-priced men’s shoes. 
Approximately 400 styles are included 
in the Douglas line for Fall. 





Named Manager of 
Men’s Department 


Wicuita, Kan.—The Jones-O’Neal 
Shoe company has appointed L. T. 
Gist manager of the exclusive Nunn- 
Bush men’s shoe department in con- 
nection with its store at 314 East 
Dougias Street. In introducing this 
department a week of special promo- 
tion was conducted during which time 
each patron of the Jones-O’Neal store 
purchasing a pair of Nunn-Bush or 
Edgerton shoes was given a shoe bag, 
capable of holding six pairs of shoes. 
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Put It on the Cuff 


[CONTINUED FROM PAGE 19] 


“What is it you said you had at 
Whoosis Shoe Store?” 

“A charge account,” the dentist 
woman said. “You know, a regular 
charge account, you know!” 

“Oh, of course! You mean a charge 
account!” the other two women said 
together. 

And 15 minutes later each of the 
other two women had very lovely 
charge accounts and very magnificent 
bundles and were on the way home to 
break the glad tidings to their respec- 
tive husbands. 

The charge account idea had turned 
out to have an advertising value at- 
tached to it along with its other fea- 
tures. 

Then another thing happened. The 
merchant’s business load began to 
spread out through the week and the 
month. Instead of starving to death 
between pay days and then not having 
help enough to handle the business 
when the customers had their cash in 
their pockets, the charge account mer- 
chant found that his sales were better 
distributed. His cash receipts continued 
to have peak periods in line with pay 
periods, but his sales were more evenly 
spread through the month by reason 
of the privilege extended his customers 
of buying currently and paying later. 

And by studying the ledger sheets on 
which he entered his customers’ pur- 
chases in detail, he soon found that he 
had compiled a complete record of his 
customers size requirements and their 
style inclinations. With these records 
to guide him, he was enabled to pro- 
vide much more intelligent and per- 
sonal service when his customers came 
in to see him and he found that this 
service tended to cement his customers’ 
high regard for his merchandise. 

Business increased by leaps and 
bounds and strangely enough his in- 
vestment in the new accounts receivable 
did not seem to require additional capi- 
tal. He merely exchanged his invest- 
ment in shoes-on-the-shelves to ac- 


counts-in-the-books and since the de- 
preciation on merchandise - on -the- 
shelves to account-in-the-books and 
since the depreciation on merchandise- 
on-the-shelves was many times as great 
as the depreciation of accounts-in-the- 
books he was better off in that respect. 

And to his surprise the additional 
asset of account receivable enabled him 
to command additional credit at the 
factories so that his stocks of merchan- 
dise instead of becoming depleted by 
the increase of business became larger 
in quantity with a faster turn-over. 

It was a swell idea And it’s still a 
swell idea! 

Cash customers are roamers. They 
travel from store to store, dividing 
their business among a hundred differ- 
ent merchants. Charge customers are 
one-merchant buyers. They centralize 
their purchases in the store most suited 
to their needs, and they remain con- 
stant and regular buyers month in and 
month out. 

Cash buyers are bargain hunters; 
charge customers want style and qual- 
ity. Cash buyers buy medium grade 
merchandise; charge buyers want the 
best. Cash buyers are single pair 
buyers; charge buyers buy for the 
wardrobe. Cash buyers do not respond 
to special sales; charge buyers know 
the value of your reductions. Cash 
buyers are— 

But maybe we better watch out. If 
a cash buyer should happen to get a 
look at this issue of the shoeman’s Bible 
he might be prompted to throw himself 
or herself into the river. After all cash 
buyers do buy for cash, and it is the 
metallic clanging of the cash in the 
register which is the ultimate ultimo 
of the shoe business. 

(And cash buyers are not as costly 
customers as charge customers!) 

That statement in parenthesis was 
made by a bystander. It has no busi- 
ness being inserted in this article. It 
is misleading. 

Look. Costs are relative. You don’t 
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care how much it costs to do business 
just so long as you make a profit at it. 
The cigarette companies could cut their 
costs to a fraction by discontinuing 
their millions of dollars worth of 
national advertising. But they don’t do 
it. They know the saving would be a 
fallacy and the loss in profits would be 
commensurate. 

Shoe merchants who now have charge 
account customers know that they 
would lose from 30 to 60 per cent of 
their trade if the plan were discon- 
tinued. Their costs per customer would 
undoubtedly be reduced, but the real 
reduction would be in the profit account. 

Costs of doing a charge account 
business are usually exaggerated any- 
way whenever the discussion comes up. 
The cry of high costs usually comes 
from the cash and carry merchant and 
not from the merchant with the charge 
account trade. 

The last analysis of credit sales pub- 
lished by the Department of Commerce 
in Washington, which can be obtained 
by sending along 20 cents with your 
request, shows accounts charged off to 
profit-and loss averaging less than one- 
half of one per cent. Many stores oper- 
ate with losses of one-tenth of one per 
cent. And these percentages are fig- 
ured against credit sales, not against 
combined cash and charged sales. 

Other costs of operating a credit de- 
partment, including a billing depart- 
ment, credit files, credit authorizers, 
stenographers, collection department 
and what not, vary from nothing at all 
in the very small stores to two and 
three per cent in some big, exclusive 
stores. 

The costs of operating a charge ac- 
count plan have no place in the dis- 
cussion of whether the plan should be 
adopted by those stores who do not 
have charge accounts. The discussion 
of costs is only pertinent to those mer- 
chants who already have credit sales 
and who should be alive to the safe 
reduction of any expense no matter in 
what department it is. The discussion 
of credit sales costs belongs to the 
analysis of store efficiency. 

The question here is: WHICH IS 
THE MORE PROFITABLE? A CASH 
CUSTOMER OR A CHARGE CUS- 
TOMER? 











story hotel. Here, Times 
you—just a stone’s throw to “ 
mid-town business offices 
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45th St., just West of B'way 


When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” Stay at this New, 26 
UARE is all "ROUND 
io City,’’69 theatres, 
railroad terminals. 
Patronized by shoe executives from coast-to-coast. 
Bright, poe richly furnished rooms—with baths 


“sleepyhead” beds and all up-to-the- 
Daily rates begin as low as 


Write for reservations. Ask for a FREE copy of 
“1,001 FACTS about New York City!” 


HOTEL PICCADILLY 


Roy Moulton, Manager 


$9.50 
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NEW SURFACE for 
CHILDREN SHOES 


ELK—CALF—SIDE LEATHERS 


JUST APPLY - LET DRY 


SOLD ONLY BY SHOE TRADE 


CAVALIER 


PLEASE SEND BOTTLE OF LEATHER RENEW FREE 


BALTIMORE 
MARYLAND 
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“HIGHEST GRADE ONLY” 
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at the club, proved one of the most suc- 
cessful ever staged by this group. 

Regular match cups and_ special 
prizes were awarded to winners in 
three classifications. Henry Homer car- 
ried off the President’s Cup for his low 
gross score of 84 in the Class A divi- 
sion; second low gross prize went to 
A. F. Hauptfuhrer with a score of 86; 
low net prize was won by H. N. 
Antweiler, who scored 70 and again 
won the Antweiler Cup for low net. 
Second low net was won by J. W. 
Bryon, carrying with it the Gibbon 
Memorial Cup, with his score of 74. 

In Class B, H. E. Snayberger won 
low gross with a score of 89; E. C. 
Cookman, second low gross with 92; 
low net was won by Prentice J. Mc- 
Neely with a score of 70 and second 
low net by Si Malis, whose score was 
71. Low gross prize in Class C went 
to J. A. McCaffrey with a score of 
104 and low net to William Simpson 
with a score of 75. Threre was a tie 
between W. L. Altenderfer of Hagers- 
town and Tyco Buck of Philadelphia 
for Kicker’s Prize and a special guest 
prize was won by Mr. Hertz, from 
England, foreign representative of the 
Ohio Leather Co. 

Prizes for the tournament were 
donated by Malis Leather Co., William 
Amer Co., McNeely Division of the 
Allied Kid Co., Surpass Leather Co., 
Amalgamated Leather Cos., Inc., Burk 
Brothers, Mitchell & Peirson, Inc., 
John R. Evans & Co., Luther S. Newell 
and George Mealley. 


Old Shoe Shop Restored 


Boston, Mass.—The Freeman Wins- 
low shop, of hand-method days, is now 
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Shoe and Leather Men Hold 


Golf Tournament 


PHILADELPHIA, Pa.—Sixty-five mem- 
bers of the shoe and leather trades in 
Philadelphia and vicinity, including a 
number of shoe manufacturers from 
various towns surrounding Philadelphia, 
turned out for the Spring tournament 
of the Philadelphia Shoe & Leather 
Golf Association. Held at North Hills 
Country Club, North Hills, Pa., this 
annual affair, followed by a big dinner 






















This silver mes Corn Pad phate Bar, 
holding four styles of cushioned pads, 
is being supplied to dealers = s the Wiz- 
ard Company. Emphasis has been placed 
upon package identity by tying in the 
counter display with the . 
package. A radiant red and a glossy 
—_ on brilliant silver foil give this 

que display a real bid for attention 
pg ofl ge Fal It occupies a mini- 
mum of counter space, yet supplies ade- 
quate stock storage compartments. 
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set up, as it was in the years ago, in 
the museum of the United Shoe Ma- 
chinery Corp. 

It’s at the foot of the stairs, and as 
one goes down the steps, the little old 
shop looks like a ghost of a shop. But 
after the switch is turned and the 
lights brighten, the shop looms up in 
all its pristine antiquity. 

Within are the shoemaker’s seat, last- 
ing jack, the shop tub and the small 
salamander stove to heat the shop in 
Winter, the stove standing in a square 
of sand strewn on the floor for neatness, 
also for fire prevention, it being that 
in days of old a hot cinder from the 
stove, or even the heat of the fire, might 
ignite the wood of the floor were it not 
for the spread of sand. 

On the walls are divers articles, like 
the shop clock, a few posters and relics, 
and a dozen or so pairs of Prunella 
shoes, hanging on a rod, as if the shoe- 
maker had just finished them. 

This shop was used long ago by Free- 
man Winslow, grandfather of Sidney 
W. Winslow, Jr., president of the 
United Shoe Machinery Corp. 





Foot Comfort Week Aid 
to Scholl Sales 


Cuicaco, ILu.—Over-reaching all ob- 
jectives, Dr. Scholl’s Foot Comfort 
Week, which came to a close Saturday, 
June 25, drove the sales curve for Dr. 
Scholl’s foot comfort remedies and ap- 
pliances sharply upward. 

Thousands of window and counter 
displays, supplementing the national 
advertising campaign featuring this 
event, were sent to dealers throughout 
the entire country, and a careful check- 
up revealed that practically all were 
given prominent display. 

“This year’s Foot Comfort Week in- 
dicated to us,” said Dr. Scholl, “that 
retailers are inclined, more than ever, 
to capitalize on national advertising 
with the proper use of point-of-pur- 
chase material. We attribute much of 
the success of this annual event to the 
splendid cooperation invariably given 
by the dealer. Of course, this works 
definitely to their advantage as well as 
ours, however the cordial reception and 
almost complete utilization given our 
‘dealer help’ material is evidence of 2 
very keen appreciation of the value of 
national advertising on the dealer’s 
part.” 


Ventilated Types Selling 


in South 

Miami, Fita.—“F ree Air” is the way 
local Miami merchants are advertising 
ventilated shoes. There is a psycho- 
logical reaction of the reading public to 
the word “Free” and they stop to read 
about what is being offered for nothing. 
The ventilated shoe is popular this sea- 
son for both men and women, and the 
attractive punched hole patterns have 
an. eye appeal as well as offering the 
promise of a cool, ventilated shoe for 


warm weather. 
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COMPLETE 


UMC 
EQUIPMENT 


By any of the following 


processes 


* 
LITTLEWAY AND UCO LOCKSTITCH 
CEMENT 
GOODYEAR WELT 


MCKAY SEWN 
* 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Leading Their Class for the College Girl 


[CONTINUED FROM PAGE 15] 
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This smart low-heeled shoe will go places with college girls this Fall, especially as a 
companion for tailored tweeds. The “Dutch Boy” heel and pin tucked calf make it an 
outstanding pattern. Carlisle Shoe Company. 


gets the spotlight. This is a point that 
could well be featured. We could see 
an effective August window built about 
this idea. 

With this focussing of design on the 
base of the shoe, comes a renewal of 
interest in the walled last. New shapes 
in heels, with squared lines or Dutch 
Boy “wooden shoe” curves into the 
shank, are other high notes. The built- 
up leather heel, in classic shapes, and 
in these novelty expressions, is para- 
mount in importance. 

Leathers show reverse calf still lead- 
ing, and calf holding its own. As com- 
pared with last year, however, the 
signs point to increasing acceptance for 
grains and crushed leathers, an oc- 
casional alligator, pigskin or baby buf- 


falo, where a reverse shoe might have 
been chosen before. Often these sur- 
face-interest leathers are combined with 
smooth calf in the mudguard treatments 
that lend themselves exceptionally well 
to such combinations. 

Brown has the majority colors rang- 
ing from the India brown, most impor- 
tant in reverse leather, into the bright 
browns that are best in smooth leathers 
and grains. 

Black and blue, in most lines, are 
running together for second place. 
Natural colors are occasionally shown, 
usually with matching crepe rubber 
soles. Wine reds will be promoted by 
many stores as the outstanding contrast 


“olor of. the season. 





Fall Styles for the Young Folks 


[CONTINUED FROM PAGE 32] 


So many of the pattern ideas carry 
over from little girls’ to misses’ and 
growing girls’ sizes that everything 
we have said above regarding patterns 
applies equally to the larger size runs. 
But, in addition to the staple oxford, 
monk, strap and pump patterns, there 
are several newer types which are on 
the way to becoming classics. One of 
these is the peasant or Tyrolean ox- 
ford in reverse leather trimmed with 
thong lacing in smooth leather and 
sometimes contrasting colors. Soft- 
toed, casual and sporty looking, it is 
ideal for growing girls. The perennial 
oxford is being tried out with a thick 
crepe rubber sole and wedge heel. 

Reverse leathers are first choice in 
this size, often in combination with 
smooth calf for sport and tailored 
shoes, and with patent for dressy pat- 
terns. Some dress shoes in kidskin are 
also on the market. The interest in 
various grain leathers seems a little 
on the increase, or at least more are 
being tried out this Fall. Alligator, 
usually a print, is also definitely in the 
picture as a trim and also in all-over 
shoes. ‘In treatments the mudguard, 


stitchings, pipings, lacings and the use 
of a scalloped line—borrowed from the 
“camisole” idea in women’s shoes—are 
all important. 


Merchandise Sources 
(PAGES: 16-17] 


Page 16, photo at lower left:—The 
saddle oxford, selling for all ages from 
seven on. Here shown with wedge heel 
and sole in heavy crepe rubber. A. S. 
Kreider. 

Dainty kidskin T-strap with ombré 
stitching. Zulick. 

Small walker’s white elk boot, the 
perennial favorite. O’Donnell. 

Tan elk for the active little child. 
Mrs. Day’s Ideal Baby Shoe. 

Another elk oxford for the small 
boy or girl. O’Donnell. 

Page 16, photo in center:—Top row, 
left to right, moccasin blucher of elk 
with composition sole; straight tip bal 
oxford of calf, leather sole and rubber 
heel; Norwegian calf, wing tip with 
heavy crepe sole. Bottom row, plain 
toe blucher with crepe sole; two-tone 


tan saddle oxford with rubber sole; 
novelty pattern in pig with crepe sole; 
Norwegian calf wing tip with leather 
boned sole. Top row, 1 and 2, Eaton; 
3, Gerberich-Payne. Bottom row, 1, 
Eaton; 3, 4 and 5, Gerberich-Payne. 

“Page 17, photo at upper right:— 
Patent one-strap for dress with con- 
trasting stitching. 

Oxford showing the growing inter- 
est in alligator—here a print—for 
girls of all ages. Both from J. 
Edwards. 

Combination of reverse and smooth 
leather in novelty pattern. Endicott 
Johnson. 

Monk pattern in suede and smooth 
leather with mudguard treatment. Pied 
Piper. 
Suitable for a little boy or girl, this 
elk mocassin oxford with heavy crepe 
rubber sole. Brown. 

Folded tongue on crushed calf ox- 
ford. O’Donnell. 

Crushed pig trimmed with perfora- 
tions in mudguard effect. Natural 
Bridge. 

Page 17 photo at lower left:—High 
tongue oxford in crushed calf. Walkin. 

Suede and calf combination with 
talon fastener and goring for adjust- 
ment. Roberts, Johnson & Rand. 

Classic pump pattern in patent with 
decorative stitching. Bally. 

Calf oxford trimmed with thong lac- 
ing. Endicott Johnson. 

Interesting use of patent on suede 
in monk pattern. Dr. Posner. 

The popular mudguard on suede and 
calf oxford with novel folded tongue. 
Brown. 

Softie in reverse leather with con- 
trasting binding. J. Edwards. 


Atlanta Store Remodeled 


ATLANTA, GA.—The Hyde-Lowe Shoe 
Store, at No. 1 Peachtree Street, has 
recently completed the rearrangement 
and redecoration of its store, together 
with the addition of new lighting fix- 
tures. 

The store was established by the late 
P. E. Hyde in 1934. W. L. Lowe se- 
cured an interest in the business on 
April 1, 1935, and, following P. E. 
Hyde’s death, the business was re- 
organized as a partnership by Mr. 
Lowe, now president of the company. 
and Mr. Hyde’s son, H. E. Hyde, who 
is vice-president. 

Located within a block of Five 
Points, the “Times Square of Atlanta,” 
this store handles principally boots 
and shoes for men and boys. It also 
specializes in hosiery. The firm has 
enjoyed a steady increase in business 
each year since it was organized. 


Resigns as Women’s 
Shoe Buyer 


New YorK—William Warner re- 
signed as buyer of women’s shoes for 
Lord & Taylor, here, on July 1. Ralph 
M. Walton, formerly in charge of the 
men’s clothing department, has been 
appointed to fill Mr. Warner’s vacancy. 
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“If salesmen call me a ‘wise guy’, it’s 
just because I have found that an ‘Oh, 
yeah?!’ attitude is a quick and easy way 
to discourage ’em. And I am too darned 
busy to spend all day arguing! Besides, 
I never like to make up my mind while 
the salesman is present. 


“But there’s one place where a sales 
approach can get in some good licks... 
right in the pages of Boot and Shoe 
Recorder. For one thing, I remove that 
‘wise guy’ mask when I pick up this 
paper, because here is where I get the 


progressive ideas about my business... 
ideas suggested by editors who know 
footwear, leathers and materials from 
alpha to izzard. 


“I read the advertisements, too, be- 
cause I know that any advertiser in a 
publication that belongs to The Asso- 
ciated Business Papers isn’t getting 
editorial ‘puffs’, so he must have some- 
thing real to offer. 


“Boot and Shoe Recorder is worth 
its subscription price many times over 
because it serves as a business hand- 
book and as a buying guide.” 


BOOT AND SHOE RECORDER 
Impartial measurement ; ) — facts 
reader ° I lating to 
r° terms pry (: 239 West 39th St., New York i / calaie scope and 
v yn readership analysis 


circulation 





[46] 


Bssifted Me 


BOOT anp SHOE RECORDER, July 2, 1938 





- 





BUSINESS OPPORTUNITY 


PATENT ATTORNEY 








SIDELINE SALESMEN 


to handle men’s turn slippers in the 
South and West. Commission basis 
only. References required. and infor- 
mation concerning line now carried. 


Address 855, BOOT AND SHOE RECORDER 
140 Federal St., Boston, Mass. 








WONDERFUL OPPORTUNITY 


The Dr. Pyles Foot Oscillator is finding a 
ready sale to the foot sufferer for home use. 
On rental or sales plan. Exclusive franchise 
now available for this marvelous money-mak- 
ing proposition. Write for full details to the 


VI-PED-EX CORPORATION 
Stockton, California 














RE tSIDENT Salesman :—Men’s, Boys’, Youths’, 
Growing Girls’, Misses’ and Children’s 
Pp priced stitchdowns for Georgia, Florida, 
Alabama, Mississippi, Arkansas, T 

















for ANY at Ot or Trade Mark 








LINE WANTED 





WANTED TO LEASE 





Kentucky; Western Saitveaia, New England 
and up state New York. Liberal commissions 
paid. Address $851, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 





SALESMAN to carry as a side line P. Sulli- 
van Arch Shoes retailing at $2.00 and $3.00. 
Also Ralston Health Shoes. In Stock Proposi- 
tion. Write Cambria Shoe Company, Johns- 
town, Pa. 





REPRESENTATIVES with following to sell 
for leading manufacturer line of slippers re- 
tailing from 25-79c. References. Address 860, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





GALESMEN WANTED: Outstanding in stock 
line children’s shoes to retail $1.00 to $3.00; 
must be experienced with following in territories 
—Scnthern States, Eastern Penna., Ohio, West 
Virginia. Can had as side line. Write full 
particulars. Address 859, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 





WANTED Salesmen for stitch-down factory 
making Infants’, Children’s and Misses’ 
$1.00 to $1.49 retailers—Also Little Gents’, 
Boys’, Men’s Romeo-Everett and Ventilated Ox- 
fords. Territories open—Albany to Buffalo— 
Also State of Ohio. Address 858, care Boot & 
Shoe Recorder, 140 Federal St., Boston, Mass. 


SALESMEN for short line of beautiful grow- 

ing girls’ goodyear welt sports. In Stock. 
Territories open are Michigan, Illinois, New 
York, Ohio, Pennsylvania. Address 857, care 
Boot & Shoe Recorder, 140 Federal St., Boston, 
Mass. 


HOE SALESMAN WANTED—For Mfrs. 

Line Men’s $3.00 Retail Dress Shoes. For 
Department Stores and volume buyers case lot 
pronosition. State References and Experience. 
Address 856, care Boot & Shoe Recorder, 140 
Federal St.. Boston, Mass. 











POSITION WANTED 





XPERT corrective shoe fitter-sales instructor, 
radio and advertising. National prize win- 
ning displays and merchandising ideas. Patrick 
A. Morgan, 3529 Elmwood, Kansas City, Mo. 








NGLAND:—Representation wanted for line 

of slippers or anything outstandingly smart, 
suitable for connection amongst high-grade store 
buyers. Write full details first instance. Ad- 
dress 863, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





XPERIENCED Men’s Salesman, 35, College 

Graduate, Desires Line of Dress Shoes. 
Retail $4-$5 In Stock. Cover Metropolitan 
New York, Jersey, Connecticut. Have Very 
Good Connections. Highest References Fur- 
nished. Can Do a Real Job with Right Line. 
Address #865, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR SALE 


PROGRESSIVE Family Shoe Store, special- 
izing in semi and Orthopedic Footwear. Estab- 
lished 18 years. Population 300,000. A store 
with no competition, showing a wonderful Profit. 
Will sell with or without stock. Owner has 
other interests. Address Box 854, Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








FOR LEASE 





WANTED Shoe Department or Shoe Store by 

reliable party. Address $864, care Boot & 

oe ~ a a 239 West 39th Street, New 
or 









MERCHANTS’ NEEDS 











Genuine Mexican 


HUARACHES 


Newest and most popular styles 
of hand-woven genuine leather. 
If not satisfied money refunded. 


WOMEN'S AND MEN'S 
TAN OR WHITE 


ALL SIZES $9 3 .50 
poz. 


IN STOCK 
Write for Samples—Terms C.O.D. 


CASTRO & CO. 


P. O. BOX 106, SARASOTA, FLA. 































DEPARTMENT Store Wisconsin City 30,000 

carrying Men’s, Ladies’ and Children’s popu- 
lar priced shoes will lease Basement Shoe Dept. 
to reliable Firm. Address 861, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





HELP WANTED 


WANTED by Florida firm three men with 

A-1 references capable of managing general 
shoe store -nd able to post $250.00 cash bond. 
Address 862, care Boot & Shoe Recorder, 239 
West 39th Street. New York, N. Y. 












BUSINESS OPPORTUNITY 


















OU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade gel he 2 sag to. No capi- 
beg required or y; no agency 

soliciting. Established. ‘1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 
























pont should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a oe number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
9” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “J 




























































BOOT anp SHOE RECORDER, July 2, 1938 





WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-61 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also rand Shoes such as 
Florsheim, rey ve Vital- 
ity, Arch rver, lity, Bos- 
tonians, Stetson, Red Cross, "Nunn-Bush, Ete. 

IRVIN RUBI 

“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire spoke of shoes 
from manufacturers, jobbers or retailers 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















The Editor’s Outlook 
[CONTINUED FROM PAGE 22] 


rapidly because of the public cry for 
the new. In the main, people want what 
they want, not what industry wants 
them to want. And this holds true of 
shoes. The cry of the day is—“Take 
your losses and get ready for the new.” 

Just hope that you can get what you 
want when you want it—for strange to 
relate—with so many sour stocks in 
leather, supplies, etc., the precise grade 
or shade for a small order is “not to be 
had.” To sell old inventory, to use old 
patterns, to remodel old lasts is the 
order of the day, along with “keep down 
expenses”—result—a buyer’s nightmare 
in case he wants something hot and new 
and now. 


To Study Effects of 
Price Maintenance 


[CONTINUED FROM PAGE 37] 


Christian Peeples, of the Procurement 
division, alternate; Garland Ferguson, 
chairman of the FTC, with Commis- 
sioner Edwin L. Davis as alternate; 
Thurman Arnold, head of the anti-trust 
division of the Department of Justice; 
all are executive department members 
of the committee. 

The Congressional members of the 
committee are Senators O’Mahoney, 
William E. Borah, and William H. 
King; and Representatives Hatton W. 
Sumners, Democrat of Texas; Edward 
W. Eicher, Democrat, of Iowa, and B. 
Carroll Reece, Republican, of Tennes- 
see, 

The committee, which has $500,000 
to conduct its investigation, will de- 
termine (1) the causes of business con- 


centration and control and their effect 


upon competition; (2) the effect of 
existing price systems and policies of 
industry upon the general level of 
trade, upon employment, long-term 
profits, and consumption; and (3) the 
effect of existing tax, patent, and other 
Government policies on competition, 
price levels, unemployment, profits and 
consumption. The committee has also 
been instructed to investigate the sub- 
ject of governmental adjustment of the 
purchasing power of the dollar so as to 
attain 1926 commodity price levels. 

It has been directed to make recom- 
mendations to Congress covering legis- 
lative proposals touching on these sub- 
jects, including the improvement of 
anti-trust policy and procedure and the 
“establishment of national standards 
for corporations engaged in commerce 
among the States.” 


Attendance Good at 
Michigan Show 


GRAND Rapips, Mico.—The Michigan 
Summer Shoe Fair which was held this 
year at the Pantlind Hotel, Grand 
Rapids, June 19, 20 and 21, got under 
way in full swing, bright and early 
Sunday morning. A normal attendance, 
as well as normal business, was had 
throughout the duration of the show. 
Somewhat over 100 manufacturers ex- 
hibited their lines, and it was reported 
by certain lines that they did an un- 
usually good busniess. 

This Shoe Fair was unique, due to the 
departure from all previous shows, both 
state and national, in that no meetings, 
luncheons or speeches were held to de- 
tract from the retailers’ attendance in 
the sample rooms. This seemed to meet 
with the approval of nearly everyone 
present. The retailers in attendance 
were attracted from over the entire 
state with a large delegation being pres- 
ent from Detroit. 

On the closing night of the Shoe 
Fair, Tuesday, a fitting entertainment 
program was held for the benefit of the 
retailers and consisted of a cabaret 
party with several nationally known 
actors and actresses taking part in the 
performance, 

’ It was the consensus of opinion of all 
those in attendance that this Summer 
Shoe: Fair should be an annual event 
and plans were formulated for next 
year’s show to be held in Grand Rapids. 

Those who contributed time and ef- 
fort toward the Michigan Summer Shoe 
Fair, in bringing it to Grand Rapids 
and assuring its success, were Carl E. 
Verburg, general chairman, William 
Brooks Shoe Company, Nelsonville, 
Ohio; Jack Shaw, secretary and trea- 
surer, Adrian X-Ray Shoe Fitters, Inc., 
Milwaukee, Wis.; Curtis W. Johns, en- 
tertainment chairman, Groves Shoe 
Company, Chicago, Ill.; H. B. Lovall, 
chairman of registration, Roberts, John- 
son and Rand Company; E. H. Dickin- 
son, attendance chairman, James Shoe 
Manufacturing Company, Milwaukee, 
Wis. 
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MERCHANTS’ NEEDS 








INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids. 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 


Send your order or write for detail information. 
Special combination offer $25.00 (fiuids in- 


cluded in above prices) f.o.b. Indianapolis, 
indiana. 


E. C. SMELTZER CO. 


{21 B. Gist Street, Indianapolis, Ind. 











ANDERSON 


to 
Sell 
Self-Adjusting 
5 SIZES FIT ALL SHOES 
Send for 30-day Trial pair. 
A. R. ANDERSON & C 


Arlington, N. J. 
A EN PER AS 








Goldman Chain Expands 


SANTA MOoNIcA, CALIF.—Allen’s Shoe 
Store has been opened here at 1234 
Third Street with J. Copeland as 


manager. This is the eighth of the 
group of stores in this section oper- 
ated by L. Goldman & Co. of Denver, 
Colo. Lower priced shoes for the en- 
tire family are featured. 


Kahan Joins Owen-Edwards 
Shoe Co. 


Cuicago, Ill_—Sheldon Kahan, for- 
merly of the Monroe Shoe Company, is 
now traveling for the Owen-Edwards 
Shoe Co. of Chippewa Falls, Wis. 
He is traveling the Illinois and Indiana 
territory. 
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Dates Set for 
Southwestern Show 
SAN ANTONIO, TEXAS—At a very 


enthusiastic meeting of the local com- 
mittee who have charge of making ar- 
rangements for the Joint Convention 
and Exhibition of the Texas-Oklahoma 
Shoe Retailers’ Association and the 
Southwest Shoe Travelers’ Association, 
dates and hotel for the showing were 
selected. The convention will be held 
in this city in the Gunter Hotel on 
January 15 to 18. The local committee 
under the general chairmanship of Sid 
Katz, are bending every effort to make 
this convention a huge success. Weekly 
meetings are attended by all the shoe 
retailers in this immediate section. 

This will probably be one of the 
most outstanding regional retail shoe 
conventions in the country as extensive 
preparations are being made to give it 
wide publicity and to make the con- 
vention worthwhile for merchants to 
attend from all over the United States. 
San Antonio is well known as a fine 
Winter resort city, so the entertainment 
features will be given due consideration 
in addition to devoting considerable 
attention to the serious’ side of the 
meeting. A trip to Mexico is one of 
the sidelight possibilities. 

Indications from traveling men place 
the number of lines to be shown, up- 
wards of 400, while preparations are 
being made to accommodate from 1500 
to 2000 buyers and their ladies. The 
convention will be advertised extensive- 
ly in newspapers, by direct mail and 
by radio all through the South and 
Southwest. 





Purchases Shoe Lace 
Machinery 7 


Hupson, Mass.—Thomas Taylor & 
Sons, Inc., recently purchase the 
braiding machinery, stock and supplies 
of the Lowell Lace and Braiding Co., 
Lowell, Mass., and moved it to their 
Plant No. 2, Braiding Division, in Hud- 
son. 

This equipment will permit the com- 
pany to produce a wider range of 
braids and will increase its manufac- 
turing capacity. 





Ferralli of Hollywood 
Expands 


Hotiywoop, Calif.—Ferralli, creator 
of the “Hollywood Shoes,” has greatly 
enlarged his plant at 6619 Santa Monica 
Boulevard in order to take care of his 
increased business. This firm, well 
known to the better “Shoppe” shoe 
trade for its new pump and cocktail 
pattern treatments, is now making 
plans to give these shoes nation-wide 
distribution. The acceptance among the 
better stores on the West Coast has 
given Ferralli the assurance that stores 
throughout the country will appreciate 
his line of individualized, benchmade 
footwear. 
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HOWELL MFG. CO., St. Charles, TW. .........cccceececececceececeeeecncuees 38 
SMELTZER, E. C., CO., Indianapolis, Ind. ...................cececeeeeeeceee 47 
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BARIS SHOE COMPANY, New York City............ccsceescccccccececececes 47 
HOTEL PICCADILLY, New York City .............cccececccecccccccceceeees 4] 
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IU ALITY 
TOCK SERVICE 


HE job of satisfying the wants of shoe-buying 

men and boys this Fall is as simple as you want 
to make it. You can do it the hard way—or the 
Vitality way. For Vitality Quality PLUS In-Stock 
Service EQUALS Profit! 


Quality? Yes, each pair of Vitality Fall Shoes for 
Men and Boys is all leather. Price? Truly, with a 
profit for the retailer when sold at popular retail 
points. Scope? Assuredly, for there is an extremely 


wide range of widths and sizes. 


Plus all this our In-Stock Service covers a great 
selection of styles. This means quick service on 
orders and a lift to your merchandising problem. 
The question of Fall Shoes for Men and Boys is 
as simple as this problem in addition: Vitality 
Quality PLUS In-Stock Service EQUALS Profit! 


VITALITY SHOE COMPANY « ST. LOUIS 


{ ; / “oe Branch of International Shoe Company 
COVENTRY | Y 


WOMEN’S MEN'S BOYS’ come ote 
AAAAA to EEE AAA to G AtoE and sizes 
Sizes 2to 11 Sizes 5 to 14 Sizes 1 to 6 $2.50 to $5.00 


$6.75 and $7.50 $5,$6and $6.75 $4.00 and $4.50 Priced 
according to size 


PENROD 


Vitality Growing Girls, Goodyear Welt and Sbicca-Delmac construction shoes, (Thrift Grade) $5.00. Thrift Grade Shoes for Women $6.00. 
Vitapoise Feature Shoes for Children $3.50 to $6.00, priced accotding to size. 
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I is not enough that the sole of the 
shoe bends easily — there must be 
Feather Line* flexibility as well, if 
the foot muscles are to be properly 
accommodated. 


LITTLEWAY and UCO LOCKSTITCH 
shoes — regular insole or Sbicca- 
Del Mac construction — have a high 
degree of Feather Line flexibility 
which gives the wearer added com- 
fort when her feet ore in action as 


well as in repose. 


This is one important reason why 
so many successful manufacturers of 
trade-marked shoes and large mer- 
chandising groups who own or con- 


trol factories use these methods. 
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— KEEATHER LINE IN ACTION 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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4 
est TIME OUT for a case of shoes! 


Production delays caused by wet and dry solvent 
WW type box toes prevent your shoes from speedy trans- 
fer to retailer's shelves. TIME OUT for last prep- 
aration; for rest periods on the wood to permit 
moist box toes to harden; for repairing patent leather 
fractures; all add to manufacturing cost and subtract 
from your customer’s good will when needed shoes 
are delayed in delivery. 

Beckwith hot and cold type box toes produce | dur- 
able trim-appearing finished toes without requiring 
time out periods. Write for a demonstration proving 
how Beckwith box toes give quality results and a 
time-saving bonus as well. 














BECKWITH BOX 1OES 


BECKWHEEH YANURFACTURING CO., DOVER. N 


SHERBROOKE , QUEBEC CANADA MILWAUKEE, WISCONSIN 
AGENTS: GEO. A. SPRINGMEIER CO., CINCINNATI, OHIO WRIGHT GUHMAN CO, ST. LOUIS, MO, 
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MEN'S MORAY OXFORDS 
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cossack (Hiker) 


COSSACK (Grenda) 
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COSSACK (Grenda) 
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pce a strong selling story in this adver- 

tising campaign to help you sell shoes. Style- 

conscious women who set the fashion pace realize 

it’s smart to buy shoes with Scuffless heels. They 

know that Du Pont Scuffless “PYRAHEEL” plas- 

tic heel covering prevents disfigured, marred heels. 
You can use this practical sales point to splendid 

advantage. Point out that “PYRAHEEL” WON’T 

SCUFF. It will make your sales easier. Ask your 

regular manufacturer to use 

Scuffless “PYRAHEEL” on 

your next order. Write for sam- 

ples and complete information. Mes mar oF" 








